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Advertiser's 
Weekly 


THE ORGAN OF BRITISH ADVERTISING 


Nothing succeeds like success!...62,394 new families bought 
Joun BULL each week during the period January-June, 1953 — an average 
weekly total of 1,091,163 copies sold ...and still the number grows. 

\ glowing tribute to the successful pioneering of the policy of good reading. 
At 16.1 shillings per monotone page per thousand A.B.C.—the cheapest 
page rate of any general weekly magazine in the country —JouN BULL is the 
finest possible medium for direct appeal to that national cash-over-the-counter 


family market, which is the backbone of its readership. 


A.B.C. Weekly Net Sales 1.O98.4655 


HARRIS KAMLISH, ADVERTISEMENT DIRECTOR, ODHAMS PRESS LIMITED, 96-98, LONG ACRE, LONDON, w.c.2 
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TWENTY-FIVE 
YEARS AGO 
September 1928 


L. C. Blennerhassett and W. N. 
Coglan relinquished their positions 
with the London Research Bureau 
to become co-directors of a new 
organisation, Sales Research Ser- 
vices. 

*” * a” 

British National Newspapers Ltd. 
launched Britannia magazine with 
an inaugural circulation of 200,000 
copies weekly. 

” * * 

J. Cc. Akerman, founder of 
Apverriser’s Weekty, left The 
Times, where he held a managerial 
position, to become vice-chairman 
and managing director of the Daily 
Chronicle. 

*” * * 

The Lord Mayor of London 
opened an exhibition of advertising 
staged by the Fleet Street and Ad- 
vertising Club. 

* * * 

Sir John Simon spoke at a 

luncheon meeting of the Aldwych 


Club, 


* me ” 
The Times published its 45,000th 


issue, 
* ” * 

Gilbert Frankau was the speaker 
when the Publicity Club of London 
opened its winter season. 

*” * 

Lord Riddell was nominated as 
the new president of the Advertising 
Association, 

” * 

Lord Leverhulme followed Lord 
Burnham as president of the Incor- 
porated Sales Managers’ Associa- 
tion. 


. 
Printers’ posters 

A 15 in, x 10 in, poster—urging 
cleanliness, good lighting and venti- 
lation—-produced by the health 
committee of the printing trade's 
joint industrial council, is being sent 
to all members of the Federation of 
Master Printers and the Newspaper 
Society, for display on factory 
notice boards. 


To The Editor.. 


New proprietary 
medicines 


Sin,—-I feel sure that advertis- 
ing agents will respond to the 
appeal made in your leading 


article (August 20) that proposed 
advertisements for new propric 
tary medicines should be referred 
to the joint advertisement com- 
mittee of the N.P.A, and the 
Newspaper Society. Those who 
handle products manufactured by 
members of the Proprietary As- 
sociation of Great Britain will do 
so knowing that the product, its 
literature and draft advertise 
ments have already been carefully 
examined by that Association. 
It is a condition of member- 
ship of the P.A.G.B. that all new 
proprietary medicines must be 
submitted to the Association 
before they are marketed, and | 
am convinced that the friendly 
co-operation which already exists 
between the representatives of the 


THIS WEEK 
Silk Screen: Its possibilities and 
limitations—page 402 
NEXT WEEK 
Policy Platform—Legal aspects 
of readership surveys. 


press and the P.A.G.B. can do 
much to enable these most neces- 
sary investigations to be con- 
ducted with the minimum delay 
and difficulty for both the agents 
and the manufacturers. 

W. G. HOLLts. 
Secretary, 
Proprietary Association 
of Gt. Britain, 


Catching him by 


the nose 

Sik,—-If Paul Nugat, who con- 
sidered, in his article published 
on August 27, that the Kleenex 
film “How To Catch A Cold” 
was “too coy and juvenile” for 
British factory audiences, will 
drop into my office some time he 
can read for himself several 
handfuls of letters from British 
welfare officers, schoolteachers, 
and others all congratulating the 
makers of the film on their sense 
of humour. 

R. M. CARPENTER. 

Director, 
Foote, Cone & Belding Ltd. 


Contrasting response 

Sir,—I lately wrote to the man 
aging directors of 100° national 
advertisers of light and leading, 
to ask a question more important 
to me than to them, and in simi- 


lar terms to the heads of as many 
London advertising agencies. 

Neither was a “form” letter: 
each of the 200 was separately 
typed and, when possible, given 
some particular interest for its 
recipient. All that anyone had 
to say was No, more or less 
politely or kindly. The compara- 
live response may interest some 
of your readers. 

Only 10 of the advertisers ig- 
nored me and only 25 of their 90 
replies were perfunctory or 
merely civil; 38 were more than 
amiable and no fewer than 27 
quite charming: two of my 
respondents ‘phoned me straight 
away, seven asked me along, and 
one gave me luncheon, 


Of the agencies, whom one 
would have expected to be much 
more forthcoming, only 38 
replied. 


Davip MURRAY. 


Showing the flag 


Sin,—In his article entitled 
“Exhibition Opportunity Lost in 
Paris” (August 20) Henry Des- 
champsneuls says that British 
trade journals at the 20e Salon 
International de l’Aeronautique 
in Paris were “notably absent.” 

For the sake of accuracy, we 
should like to point out that there 
Was an exception to the absence 
of trade journals dealing with 
aviation at Le Bourget as Aero- 
nautics had a stand in the main 
hall of the static exhibition. 

DOUGLAS JACKSON, 
Sales Promotion Department, 
Newnes & Pearson, 


Interchange of 


personnel 
Sik, Agencies when advertis- 
ing for staff invariably state that 
applicants must have had agency 
experience, | am at a loss to 
understand this insistence in 
respect of all staff, for | have ex- 
perience of many advertising 
departments of large advertisers 
whose activities and working ar- 
rangements are comparable with 
the best agency practice. In such 
departments the staff perform 
similar duties to their agency 
counterparts, often handling a 
diverse number of products. 
Surely a closer understanding 
of advertising and publicity tech- 
nique generally would result 
from a wider interchange of per- 
sonnel as would a better appre- 
ciation of sales promotion prob- 
lems. 
ADVERTISING MANAGER. 


All Enquiries to Head of Advertisement Dept., B.B.C. Publi: 


(Name and address supplied) 
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Cotton Board’s 
fashion parade 
Prominent advertising people 
present at the Cotton Board's 
fashion parade in Stockholm last 
Thursday, included Arvid Hirsch, 
director of Svenska Telembrya, 
who is well known in English ad- 
vertising circles, and Hugh Lloyd 
James, director of Osborne- 

Peacock Co., Ltd. 

More than 240 representatives 
of the press and Swedish com- 
mercial organisations attended 
the preview of 1954 cottons at 
Stockholm’s Grand Hotel. The 
British Ambassador Mr. Roger 
Stevens, C.M.G., and Mrs. Stevens 
were guests of honour. 

Press relations were handled 
by Lennart Lagebrandt, press 
officer of Svenska Telembrya and 
Leila Danbury, Osborne-Peacock’s 
press relations officer. John 
Hardaker, the Cotton Board's 
own press officer, was also 
present. 


P.R. firm’s move 

Public relations practitioners, 
A. E. L. Mash & Associates, are 
moving to larger premises at Avenue 
House, 25 Shaftesbury Avenue, 
More staff are being taken on and 
there is a certain amount of internal 
re-organisation. 

Since A. E. L. Mash and Asso- 
ciates was founded four years ago, 
ihey have established associate 
offices in Canada, Australia, New 
Zealand, South Africa, Scandinavia, 
Switzerland, Spain and the Middle 


East. 


Showing what they wear 
Over 50 exhibitors will partici- 
pate in the third children’s wear 
trade fair organised by the National 
Children’s Wear Association to be 
held at the Royal Horticultural 
Society's Old Hall, Vincent Square, 
S.W.1, from November 3—6. 


Talking 
Forty-one 
ready 


town 
conferences have al- 
been booked for Harrogate 


next year. 


AVERAGE WEEKLY NET SALE 136,407 


ug House. Portland Place, London W.1 
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COMPANY MEETING 
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GEORGE NEWNES LTD. 


A Record Year 


WIDESPREAD SUCCESS OF PUBLICATIONS 
STATEMENT BY SIR FRANK NEWNES 


The fifty-sixth annual general 
meeting of the Company was held 
at the Company's offices on 
Thursday, August 27, Mr. H. C. 
Tingay (vice-chairman and man- 
aging director) presiding in the 
absence abroad of the chairman, 
Sir Frank Newnes 

The following are extracts from 
the Chairman's statement circu- 
lated with the report and 
accounts: 

The results for the year constt- 
tute a record in the history of the 
Company. For the first time the 
trading profits of the Group have 
passed the million mark, the 
figure being £1,111,003 as com- 
pared with £969,329 for the pre- 
vious year. After deducting 
taxation of £476,842 the net profit 
amounts to £634,161 as against 
last year’s figure of £506,672. This 
eminently — satisfactory result 
reflects the vigour and enterprise 
of the widely-spread activities of 
the Organisation. 

Expressed in simple terms the 
figures of the Group, as a whole, 
show that after setting aside 
£83,150 for Pension Funds and 
after payment of dividends on the 
Preference Shares of Newnes and 
its Subsidiaries and the proposed 
dividend on Newnes Ordinary 
Shares (£217,266), there remains a 
surplus of £333,745 to be added 
to the resources of the various 
Companies, 


Parent Company's Results 


As to the 
Newnes, the net 
deducting taxation, amount to 
£409,153 as compared’ with 
£346,893 for the previous year 
With the amount brought for- 
ward from last year, and after 
deducting Preference dividends 
and interim dividend on the Ord- 
inary Shares, there remains a 
disposable balance of £438,156. 

The Directors have given care- 
ful thought to dividend policy, 
and have reached the conclusion 
that in view of the Group's 
financia] strength—a_ position 
built up by the conservative divi- 
dend policy pursued over past 
years—the time has arrived when 
shareholders might reasonably 
expect some added consideration. 
Accordingly they propose a final 
dividend of 20 per cent, making 
25 per cent for the year, as com- 
pared with a total of 20 per cent 
for last year After allocating 
£11,000 to Pension Funds and 
transferring £225.000 to General 
Reserve, there remains a balance 
of £84.656 to be carried forward 
to next year’s accounts. 


Proposed Scrip Distribution 

They also propose, subject to 
the consent of the Capital Issues 
Committee to whom application 
has already been made, that 
£587,500 from reserves be capital- 


parent Company, 
profits, after 


ised by converting the present 
10s. Ordinary Shares into £1 
shares. A far larger sum than the 
present nominal! Ordinary Capital 
is now employed in the business, 
and the course proposed will thus 
bring the Ordinary Capital more 
into line with the true position 
On that footing the dividend of 
25 per cent being paid this year 
would be equivalent to 124 per 
cent on the increased capital. 

(Chairman reported that con 
sent of CIC. had been 
received.) 


Strong Financial Position 

The detailed figures cal] tor 
little comment, the changes 
showing mainly the normal fluc- 
tuations of business. A study of 
the Consolidated Balance Sheet 
discloses the strong financial 
position of the Group, General 
Reserves amount to £1,488,615, 
Capital Reserves to £327,083, 
and Development Reserves to 
£654,356. Undistributed Profits, 
after payment of the proposed 
Newnes Ordinary Dividend, stand 
at £340,683, and Cash and Tax 
Reserve Certificates amount to no 
less than £1,486,849. Stocks 
show little change at £1,100,390. 
Plant and Machinery has in- 
creased approximately by £47,000, 
representing further important 
additions to the plant of Temple 
Press Limited who, by the urgent 
nature of several of their pub- 
lications, have to produce at high 
speed. 

The new Group _ Pension 
Scheme, referred to on previous 
occasions, is now in full opera- 
tion, 


Tribute to Mr. Herbert Tingay 
I should like to take this oppor- 
tunity of congratulating Mr. 
Herbert Tingay, Vice-Chairman 
and Managing Director, on the 
completion of fifty years’ service 
with the Company. 
His leadership, 
vision, and hard work have 
largely led to the Company’s 
present success and his colleagues 
desire to pay tribute to him for 
the valuable services he has ren- 
dered to the Company over these 
years. It is a happy thought that 
the occasion should coincide 
with a year when the Company 
has reached the record profits to 
which I have already referred 


The Publications 

Revenues both from sales and 
advertisements create new records 
in the Company's long life 
Woman's Own, our largest circu 
lation weekly, has made further 
remarkable progress. Its present 
sale is now well in excess of 
2,000,000 copies per week, an in 
crease of er 400,000 copies per 
issue as compared with this time 
last year. Advertisement revenues 


since 


breadth of 


have kept in step with the circu- 
lation advance and show a record 
total. It is clear that advertisers 
readily recognise the immense 
influence of Woman's Own in the 
home circle where the outgoings 
of the tamily budget have to be 
studied with care and guidance. 
Tit-Bits, which was founded by 
the late Sir George Newnes 
more than seventy years ago, be- 
comes almost a_ publishing 
romance, Notwithstanding a re- 
markably long and successful life 
the circulation to-day is well over 
800,000 copies per week, the 
highest it has reached for many 
years past, Last year at this time 
the figure was about half a 
million. The Wide World Maga 
zine, now in its S6th’ year, 
remains the firm favourite of a 
very wide circle of readers spread 
throughout the English speaking 
countries of the world. Amateur 
Gardening and The Smallholder, 
still the leading weeklies in their 
respective fields, have reached 
peak circulation figures in a long 
and distinguished history. They 
provide almost unique opportuni 
ties to advertisers in reaching the 
buying public they seck. 

The book publishing sections 
of the business have done well 
In particular the Subscription 
Books Department, marketing 
important volume works includ- 
ing Chambers's Encyclopedia, is 
able to record excellent results 
The Australian Company, formed 
as a result of an earlier visit of 
executives to that country, has 
amply proved the wisdom of 
opening up a Subscription Books 
business on that side of the world 


Country Life Activities 

The Country Life group ot 
publications have again had a 
good year in spite of conditions 
which might have been expected 
to produce a less satisfactory 
result. Country Life itself, that 
“supremely beautiful weekly” as 
it has been described, has main 
tained its pre-eminence among 
publications devoted to rural and 
cultural activities. Special ar 
rangements made this year to 
cover a wider range of sporting 
events have had a warm welcome 
from readers. The Coronation 
provided an opportunity for using 
Country Life's unique resources 
to the full, and its special Coro 
nation Number has been widely 
praised as an outstanding achieve 
ment. It was the largest and most 
comprehensive issue of its kind 
yet it was produced within four 
days of the actual ceremony. A 
large edition has been distributed 
all over the world. Another en 
couraging development is the 
rapid progress of our women’ 
magazine Homes and Garden 
in a field in which competition i: 
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especially keen, Both circulation 
and advertisement revenue show 
notable imereases 

Although too many to mention 
individually, the other publica- 
tions in our general and specialised 
list are doing well almost without 
exception, ©. Arthur Pearson 
Ltd., our largest Subsidiary, has 
had a good year Its carnings 
have been restored to more nor- 
mal levels after a set-back last 
year mainly due to the high cost 
ot paper. 


Trade and Technical Publishing 
Interests 

In the trade and technical fields 
we are represented by two power- 
ful Organisations, Temple Press 
Ltd. and National Trade Press 
Ltd. Both Companies function 
as separate units under highly 
skilled and efficient managements. 
lemple Press Ltd. with its group 
of well established technical or 
specialised journals and books, 
has had a successful year. With 
larger supplies of paper available, 
the circulations of some of their 
periodicals have reached record 
figures. The sales of The Motor 
and Motor Cycling in the past 
year have been substantially 
higher than at any period during 
their SO years of publication 
Temple Press journals (circulat- 
ing all over the world) play a 
vital part in the industries with 
which they are connected. The 
Commercial Motor for instance 
is the representative journal of 
the important road transport in 
dustry, and Farm Mechanization 
which was started only a few 
years ago, has established itself 
as the foremost journal in this 
field of rapidly increasing activity. 

The National Trade Press did 
well during the year, despite un- 
favourable conditions in a num 
ber of industries in which its 
journals enjoy a deservedly high 
reputation. Its seventeen trade 
and technical publications, spread 
as they are over a wide variety 
of industries, are usually able to 
counterbalance the difficulties in 
one direction by more favourable 
conditions elsewhere. A new 
quarterly, Children’s Wear, was 
launched by the Company during 
the year. Its four export trade 
journals continue to play a not- 
able part in fostering the demand 
for British merchandise in more 
than sixty Overseas countries 


The Outlook 

As to the current year’s pro 
spects it would be imprudent to 
engage in prophecies. The trad- 
ing to date has been well main 
tained, but on the other hand 
competition in the periodical field 
is becoming keener Costs in 
many directions still tend to rise, 
although with the price of paper 
still almost five times that of pre- 
war, a reduction is looked for in 
that connection in’ the near 
future 

The Directors, and I am sure 
shareholders, pay whole-hearted 
tribute to our loyal and hard- 
working personnel whose work 
contributes so much to the results 
we are able to present on this 
occasion 

The report and accounts were 
adopted 
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mirror 


The Home Magazine for the Viewer and Listener 


No.1 SOLD OUT 


500,000 


Book now 
FOR 1954 


The number of advertising 
pages in T.V. MIRROR is 
strictly limited. Already the 
early issues are sold out. 


Immediate booking is essen- 
tial to make sure of your space 
for the remaining weeks of 
1953 and the New Year, at the 


The first issue of T.V. MIRROR, the new 
A.P. gravure 4d. weekly, is now being read 
in half-a-million homes. _ Brilliantly 


produced and unique in its appeal, it is assured very low rate of 
of a welcome wherever there is T.V. or radio. £1 50 
T.V. MIRROR is making friends everywhere 


with families who have money to spend. PER PAGE 
This is the new magazine which 
advertisers have been waiting for! 


A. W. BURNETT, ADVERTISEMENT DIRECTOR, THE AMALGAMATED PRESS LTD., 
THE FLEETWAY HOUSE, FARRINGDON STREET, LONDON, E.C.4. CENTRAL 8080. 
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AUTUMN 
BOOM 


JITH everything pointing 

to a bumper autumn for 

all media, news is mounting of 

new products, big campaigns 
and account changes. 


Ribena moves 
W. H. Gollings & Associates 
Lid. are relinquishing the Ribena 
account which will be handled by 
Dorland Advertising Ltd. as from 
January 1. Dorlands already 


handle advertising for Quosh 
which is made by H. W. Carter 
& Co. Ltd, Ribena manufac- 
turers. 


City account 

Gollings have been appointed 
agents to the Whitehead Indus- 
trial Trust, which has been res- 
ponsible for introducing to the 
London Stock Exchange 150 
companies, for most of which 
they act as registrars. This agency 
is also now working for the Con- 
servative Central Office and plac- 
ing for the Popular Television 
Association. 


Ceramic tiles 

The colour advertisements that 
are appearing in /deal Home, 
House and Garden and Homes 
and Garden for the Glazed and 
Floor Tile Manufacturers Asso- 
ciation are the beginning of a co- 
operative campaign to promote 
the use of ceramic tiles Agents 
are Clifford Bloxham & Partners 


New hand cream 
One of the’ biggest cam- 
paigns for a hand cream, will be 
run by Reckitt & Colman Ltd. 
for the launching of their new 
product, Nulon. The scheme, 
handled by Young & Rubicam 
Ltd., will use full colour ads. in 
women’s magazines and large 
spaces, including half pages, in 
national daily newspapers. 


Ice cream 

Ice cream advertising will be 
theavy. Lyons have produced a 
seven-minute film starring 
Eamonn Andrews. It will be 
shown in A.B. cinemas 
throughout the country. Walls 
and Eldorado will be introducing 
new flavours. 
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Beecham’s 
chief gives 
this week's 
best ‘quote’ 
Sir Stanley Holmes, M.P., 


chairman of the Beecham? 
Group the public spend: 
about £20 millions a year on’ 
their products in the home 
market and the Group allo- 
cate ten per cent of their 
takings for advertising and? 
sales promotion—says this of? 
udvertising in his annual? 
report: 

“The result of advertising 
branded goods is to encourage 
demand and increase their 
sales, 
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“This has a dual effect on 
cost. It enables mass produc- 
tion methods to be adopted 
which achieve substantial re- 
ductions in the cost of manu- 
facture uw also speeds up 
wholesalers and retailers’ 
turnover and makes it possible 
for them to operate on a 
lower percentage margin be 
smaller stock 
cover required, the elimina 
tion of stock wastage, and the 
increase in their total sales. 

“As a result, the price the 
public pays for the advertised: 
article is certainly no higher? 
and often much lower, in? 
terms of real value, than the 
price of the unadvertised pro- 
duct.” 
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Sponsored TV: Trade 
show try-out plan 


Advertisers are booking time 
on the closed-circuit sponsored 
television programme which is 
to be presented at the Notting- 
ham Radio and_ Television 
Exhibition, September 22-26. 

Cost to advertisers is £10 per 
quarter of an hour, plus the cost 
of the programme, whether the 
programme is provided by the 
advertisers themselves or for 
them by the organisers. 

The programmes, it is planned, 


will include live shows, manne 
quin” parades, indoor games, 
music hall turns and lightning 


sketches, will be performed in a 
studio accommodating between 
250 and 300, and will be seen in 
the exhibition ‘hall, which can 
hold as many as 3,000. Last year 


the emhibitian attracted 20,000 
people. 

H. A. Curtis, director and 
secretary Radio and Television 


Retailers Association, states: 

“The exhibition is being o 
ganised by the Nottingham group 
of R.T.R.A. members. It will be 
remembered that the Association 
has already expressed itself in 
favour of sponsored television 
programmes as an alternative to 
the B.B.C, programmes 

“The Nottingham experiment 
should not be regarded as a ful! 
scale example of sponsored tele 
vision, At the same time it will 
show that suitable programmes 
can be provided by sources other 


than the B.B.« The organisers 
will be responsible for approving 
the programmes which are intro 
duced. It iy intended that the 
sponsored programmes will be 
from 7 to 8&8 pum. each day, with 
a shorter programme from 4 to 
4.30 each afternoon.” 

The exhibition will be opened 
in the afternoon of September 22 
by Macdonald Hobley, who will 
be there in his capacity as a 
popular B.B.C. television perso 
nality, and is not in any way 
connected with the sponsored 
programme experiment 

Secretary of the exhibition is 
F. C, Woodward, Kin Electric, 
Nottingham. 

* Government statement on 
competitive TV—page 385, 


Mackintosh Medal 


. . 
nominations 

A number of nominations have 
already been received for the 
1953 award of the Mackintosh 
Medal “for personal and public 
services to advertising,” the Ad 
vertising Association reports 

Member firms and organisa 
tions affiliated are reminded that 
nominations should reach the 
Association’s director-general by 
not later than September 14. The 
awards committee will meet to 
choose this year’s recipient a few 
days later 


MUNICIPAL JOURNAL 
Public Works Engineer 


and CONTRACTORS’ GUIDE 


the only technical 
weekly reaching 
every department 
of the £1500 million 
local government 
market. 


3 Clements Inn, W.C.2 
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Big scheme for 
new perm 


A major development in the 
hairdressing field will be the in 
troduction by Jamal of a new 
system of permanent waving 
using nylon equipment 

The system will be known as 
Jamal de Luxe, the new nylon 
wave. The nylon equipment is 
insulated. Norma! heat transfer 
ence to the scalp is eliminated 
and to the customer it will fee! 
like a tepid wave treatment 
Other advantages are that the 
equipment is light, unbreakable 
and does not stain. As part of 
the development Jamal are also 
introducing a new range ol 
Cremoil lotions. 

Trade press advertising, handled 
by the agents, Gordon & Gotch 
(Advertising) Ltd., is breaking 
this week but consumer advertis 
ing, which will be heavy, will not 
be launched until November 

Broadsheets have been sent to 
every hairdresser in the country 
Demonstrations are being staged 
at Jamal’s London training schog! 
and demonstrators are also tour 
ing the country 

The consumer campaign wil! 
include large spaces in an exten 
sive list of women’s magazines, 
quad crown posters and roof 
cards on the London Under 
ground, carriage cards on the 
Southern Region of British Rail 
ways, hand painted special sites, 
point of sale material and new 
fluorescent plaques 

Direct mail campaigns are be 
ing planned by Jamal through 
local hairdressers 


Mile of displays at 
Grocers’ Exhibition 
There will be nearly a mile of 
displays at the Grocers’ and 
Allied Trades’ Exhibition which 
is to be held at Belle Vue, Man 
chester, in May of next year. 
Competitions will be held dur 
ing the exhibition and the 
Grocers’ Review silver challenge 
shield will be offered “for the 
best blend of tea in the cup.” 


ve 
Film congress 
the International Scientific 
Association will hold its seventh 
annual congress in the National 
Film Theatre between September 18 
27. Industrial, experimental, educa 
tional and research films, many on 
16 mm., will be screened 


Film 


° 
Appeal fails 

An appeal agaist the refusal of 
Portland Urban District Council to 
permit the display of two advertise- 
ment panels on land at Victoria 
Square has been dismissed by the 
Minister of Housing and Local 
Government, 


ye 
Wizard show 

Robert Johnson will again be 
fhandling publicity for the Inter- 
national Brotherhood of Magicians’ 
Convention, at Edinburgh, Septem 
ber 17-20. Wizards will attend 
from America, India, Australia 
Europe and the Congo 


One panel at the advertising exhibition now open at the British Rayon and 


Synthetic Fibres Federation, Hamilton House, Piccadilly, Wd 


This exhi 


bition aims to show fashion store executives and staff the national advertis- 


ing which will promote rayon this autumn, the 
available, and typical fabrics in the promotion. 


window display 
Advertising agents 


material 


Dudley 


Turner & Vincent Ltd. 


‘New approach’ to market 
research is urged 


A call for a totally new approach to market research 


inquiries concerned 


with finding out the reasons for the 


public’s habits and preferences was made on Monday at 
Lausanne by Harry Henry, director of Market Information 
Services Ltd., in a talk entitled “We Cannot Ask Why.” 


Addressing the joint conference 


of the European Society for 
Market and Opinion Research 
and the World Association for 
Public Opinion Research, Mr 


Henry pointed out that present- 
day market research is increas 
ingly being required, for commer 
cial purposes, to investigate the 
motives underlying attitudes, 
preferences and behaviour 

Our clients are no 
content merely to be 
picture of the market as it is” 
said Mr. Henry, “Valuable as this 
information ts, it is only a begin 
ning: the proper planning of 
production, marketing and adver 
tising policies requires a knowl 
edge of the reasons for con- 
sumers’ behaviour.’ 

Much of current 


longer 
given a 


commercial 


market research practice at 
tempted = to 
deal with 
these prob 
lems simply 
by asking 
the public 
the point 
blank ques 
tion “why” 


they thought 
or behaved 
in a particu- 
lar way. But 
the majority 
of people did 


not them 
Harry Henry selves rea 
lise what 


were the motives for most of 
their actions and preferences, and 
the basic human tendencies to 


wards rationalising their attitudes 

even sometimes to the point of 
self-deception 
“reasons” 


caused any list of 
produced in this way 


to be largely false and misleading 

Quoting from a large number 
of inquiries carried out by Mar 
ket Information Services Ltd 
over the nast few vears, Mr 
Henry gave examnles to show 
that detailed analysis of all the 
available information proved un 
questionably that the reasons 
people gave in answer to a direct 
question were often not the 
reasons at all 

Adequate techniques already 
existed for getting a true picture 
of reasons and motives 

“The fact that they are labori- 
ous, complex and expensive is no 
reason for continuing to use the 
crude and unreliable methods 
which constitute much of current 
commercial practice,” he 

To attempt to ascertain rea 
sons by asking point-blank “Why 
do you do this?” is not only a 
waste of time and money, but 
also a course of procedure which 
any reputable practitioner of 
market research should regard as 
unethical” 

The fact that such crude 
methods required little skill, tech 
nical knowledge or special train 
ing, and were simple, quick and 
easily understandable by clients, 
provided no justification for their 
continued use when the informa 
tion which they produced often 
proved to be dangerously mis 
leading Commercial market 
research must face un to the fact 
that only by using the statistical 
techniques originally devised for 
the industrial statistician and the 
psychologist could questions of 
motivation be adequately 
handled 


real 


said 
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Men who wil! 
talk on markets 
of to-morrow 


Speakers at the one day con 
ference on “To-morrow’s Mat 
kets” being Staged by the 
Incorporated Sales Managers 
Association at Connaught Rooms, 
London, on Friday, November 6, 
will include F. C. Hooper, man 
aging director of Schweppes Ltd.. 
J. Valentine Backes, director and 
genera! manager, Ch. Goldrei, 
Fouchard & Son Ltd., Col. J. R 
(Harper, sales manager, British 
Cellophane Ltd., and S. Gordon 
Sioan, general sales manager. 
Rubery Owen & Co., Ltd 

Francis A. J. Harrison, chair- 
man of the Association, and 
chairman and managing director 
of The Pyrene Co., Ltd., will 
preside at the morning session. 
N. W. R. Mawle, the chairman 
elect, will become chairman of 
the Association at the annual 
meeting, which will be held at 
12.15 pm. on that day, and will 
take the chair for the afternoon 
session 


Sales boosted by 
display contest 

Displays of Rufflette brand 
products won three prizes and 
three high commendations in the 
Crescent challenge cup national 
display contest organised by 
Olney Amsden & Sons Ltd 

A notable feature of the con- 
test was that the stores taking 
part reported that the sales of the 
products on display for the con- 
test showed a marked increase, in 
some cases by as much as 50 per 
cent 

° 
Bigger papers 

would cost more 

“Unless you are prepared to 
pay threepence or fourpence for 
your morning and evening papers 
you are not going to get any 
bigger newspapers in the immedi- 
ate futur,” John Goulden, editor 
of the Manchester Evening 


Chronicle, told Stockport Rotary 
Club last week 


Sporting papers 


amalgamate 

Kemsley’s Sporting Chronicle 
and Athletic News which had 
been sold latterly at sixpence 
ceased as a separate publication 
on Saturday and was amalgam 
ated = with the Manchester 
Chronicle Mid-day which sells at 
twopence, to become Sporting 
Chronicle Mid-day The Sport 
ing Chronicle was established in 
1871 


More challenges 
Essex County Council has re 
minded local authorities in its area 


that while some of them have still 
to deal with advertisements on 
trunk roads, it will proceed to 


challenge advertisements on the 


next category of roads as soon as 


most towns have finished trunk road 
action 
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Competitive TV ‘ 


ise 


and statesmanlike’ 


HE Government’s determination to provide competitive 

television “in a wise and statesmanlike manner” (and on 
lines suggested in the joint memorandum of the Incorporated 
Society of British Advertisers and the Institute of Incorporated 
Practitioners in Advertising) was emphasised by the Postmaster- 
General speaking in Cheshire on Saturday. 


Ear] De La Warr said: “There 
has been some concern expressed 
about the Government's inten 
tion with regard to television 
Let me begin by saying what we 
are not going to do: we are not 
going to adopt the American 
system of dependence on what ts 
known as sponsoring, by which 
! mean the providing 
instead of 
providing the pro- 
gramme and the advertiser having 
his advertisements put in 

“IT want to stress that we are 
not in any way altering the pre- 
sent method of working of the 
B.B.C. and that we have agreed 
in fact that it should expand so 
as to give its television to over 
90 per cent of the population, 


idvertise: 
programme, 
the station 


his OWn 


‘Only practical way’ 
“What we 


provide 


do want to do is to 
alternative programmes, 
and hecause we distrust mon 
opoly however good a 
source it may come, and especi 
allv in the realm of ideas, we 
want them to be provided by 
people other than the B.B.C, And, 
so far as we can see, the only 
practical way of financine them 
is by advertisements 

“There is a world of difference 
between accepting advertisements 
and The press 
accept advertisements, but they 
remain responsible for their own 


from 


sponsoring 


news and editorial columns. The 
cinemas show advertisements in 
the interval, but their pro 


grammes are not 


sponsored by 
idvertisers 


The Government has 
made it clear that they envisage 
a system whereby the station, and 
not the advertiser, is responsible 
for the programmes 


Different from U.S. 


“The system proposed, therefore. 
in this country differs from the 
American system first in that the 


B.B.C. remains as it is and that 
nobody need Jook at anything 
else if they don’t want to. and. 


secondly, in that advertisers will 
be no more responsible for the 
alternative programmes 
than they are for the news in the 
Press Or for films in the cinema 

“We believe in enterprise and 
in competition We believe in 
the freedom of the press and of 
irt. and that in television a man 
should have more than one pro- 
gramme to choose from. and not 
ill provided by the same people 

“We realise the misgivings that 
have been expressed by thought- 
ful and serious people. and in the 


actual 


plan that we put forward in 
our autumn White Paper, we will 
show that we respect these feel 
ings. We are confident that when 
the country sees our proposals 
they will feel that we have pro 
vided the competition that is 
needed in a wise and statesman 
like manner.” 


Purpose of the 
White Paper 


Mr. R. A. Butler, the Chance! 
lor of the Exchequer, in a week 
end sneech, said the White Paper 
should focus attention on prac 
tical issues so us to help the 
Government to reach a final 
decision He did not discount 
“the sincere feelings of those who 
genuinely think that this new and 
powerful force should be kent as 


a4 monopoly of an already tried 
and trusted organisation, which, 
in any case, will continue with 


increased facilities as | promised 
in the. last session of Parliament.” 


The party line 

A strong denial has been issued 
by Morgan Phillips, Labour party 
secretary, of a newspaper report 
that Labour would support the 
Government on sponsored tele 
vision provided the State retained 
SI per 


cent control of all new 
networks 
He added that his party “still 


hoped the Government will have 
second thoughts on the matter 
when it presents its White Paper 
to Parliament in the autumn.” 


re.p @ 
‘Within a year’ 

Norman Collins, a director of 
the Associated Broadcast Deve! 
opment Copnoration, said this 
week that his comnany would be 
prepared to put an alternative 
IV programme on the air within 
a year of its being granted a 


licence Ihe building-un of a 

national network would take 

much longer 
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Should furs be advertised 
to men rather than women- 
and, especially to husbands? 

The “Fur Record” would 
like to sec such an experiment, 
this autumn, 

They sav the idea has strone 
support in America and add 
“The idea is that a man's 


Judging a man by his wife’s fur coat 
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lThe shirt with Eye- Appeal 


q 


\ 


Trade press advertising for Rael 
Brook shirts has been revolution 
ised with the introduction of a 


series of coloured © pin-ups’ 
panied by the slogan 
‘Eve appeal’.” Six 
trations wal be used in “Men's 
Wear” and “The Outtittes Con 
sumer advertising will break next 
February using London bus sides 
and) Underground carriage roof 
cards Lucien Productions Lid 
are responsible for the scheme 


accom 
The shirt with 
diflerent illus 
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Goodman seeks 
new medium 


Leon Goodman, of Leon Good 
man Displays Ltd, leaves for the 
United States next week for a 
visit of about six) weeks He 
hopes to return with 


{rrangements for the intro 
fuction here of a comple tel\ 
new advertising medium, “asso 


ated with cinema advertising. 
4 clearer idea of the role of 
display in connection with com 
mercial television 
Plans for the 
of a publi 
America for 


establishment 
relations service in 
his clients. 

He believes that such a service 
could obtain editorial, radiw, tele 
vision and other forms of publi 
oity for firms that could not hope 
to compete in the U.S. on sheer 
weight of advertising 

Mr. Goodman, who plans to 
visit New York, Chicago, Wash 
ington, California, and probably 
Canada, will have a number of 
pubhe engagements. He has been 
invited to address the Point-of 
Purchase Institute in New York, 
and is booked for TV and radio 
programmes 


Point of sale check on results 
of ‘Picture Post? ad. feature 


This week's issue of Pictur 
Post contains the second big ad 
vertising feature devoted to 
domestic equipment The first 
which appeared six months ago 


dealt with kitchen appliances; 
the second is called “Heat and 
Light in the Home” and deals 
with the whole broad field ot 


domestic heating and lighting, It 
occupies ten pages and forms an 
integral part of Picture Post 

Editorial support has been 
given On an unusually generous 
scale. There are articles on the 
decorative and functional aspects 
of lighting and on the relative 
efficiency of different types of 
heating equipment There is a 
column of ‘statistics without 
tears” giving curious facts and 
figures about the way people live 
ind the amount they spend on 
fuel compared, for example 
with drinking, smoking and other 
“non-essentials.” 

[he feature is being extensive, 
merchandised through the trad 
Announcements in the trade press 
during August gave retailers ad 
vance information about the ad 
vertisers taking part and the pro 

show 
retailer 


they 
also 


ducts 
They 


intended to 
invited all 
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husiness standing and success 
may he affected, as well ag his 
personal pride, by the way in 
which his wife is dressed; that 
most people will think he js 
solid financially and _ reliabli 
as a commercial prospect if 
his wife is wearing furs, and 
in particular good furs, than if 
she ts not.” 


SOCCER EERE ETHER EEE EEE EEE EEE EEE EE EEE EE EEE EEE EEE EEE EEE HEHE EEE HEHEHE EEE 


who Were interested to apply for 
tree display. kits The demand 
from shopkeepers — for this 
naterial was very heavy 


Displays have been arranged in 
1.000 retail outlets includ 


nearly 


This merchandising material is sup 
plied to stores and showrooms co- 
operating with the advertising fea 
rare, “Heat and Light in the 
Home in this week's “Picture 

Post.” 


stores and 
electricity 


iy large department 
nany hundreds of 
showrooms 

As with earlier features of this 
hind. plans have been made to 
check results at the point of sale 
Ihis information will be sifted 
ind analysed and a report issued 
to all advertisers 


‘Bandwagon’ for sale 

Bandwagon, “journal of leisure” 
published by Norman Kark Pub 

cations, 1s being offered for sale 
Mr. Kark ysefused to comment 


this week 
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“Two Freds’ programme will 
bring in over £1,700 


A beer, a peer 
a Beefeater 


A beer, a peer, and a Beefeater 
appear in a new centrepiece for 
window display, the first of a 
series, issued by Barclay Perkins. 

Printed by silk screen in 12 
colours, the — three-dimensional 
cut out is 2 ft. 6 in. high by 2 ft. 
wide with the figures on the for- 
ward plane, the back plane con 
sisting only of a portcullised 
archway. ‘The bottle outlined by 
the figures leads readily to the 
slogan “Between you and me 
there is nothing like a Barclays” 
in the left hand balloon, The 
right-hand balloon contains the 
slogan “The beer for beer 
drinkers.” 

Once seen, the bottle outline 
dominates and is unmistakable, 
but tests proved that it is not so 
apparent at first sight 

This display piece was designed 
by Kent & Sussex Advertising 
Service Ltd., Canterbury. 


In the 12-colour original, the bottle 
shape is less obtrusive than in this 
black-and-white reproduction. 


. 

Weeklies weleome 
* . 
competition plan 
Within 36 hours of sending out 
the first batch of 500 letters to 
weekly newspapers throughout 
England, Wales and Scotland, 
Joseph Pendlebury, editor and 
director of the Bolton Standard, 
Wis receiving replies indicating 
keen interest in) his suggestion 
that at least 100 weeklies should 
arrange co-operative weekly 
competitions The scheme was 
outlined in ADVERTISER'S WEEKLY 

on August 13, 

“Whether we should set up our 
own organisation to arrange and 
administer the competitions, or 
make arrangements with an 
ageney, would have to be decided 
at the meeting | hope to call in 
the near future,” Mr. Pendlebury 
said. 

A monthly magazine house and 
a film news ree! organisation have 
asked whether they could tie up 
with the competitions, 


Thanks to magnificent sup- 
port by all sections of advertis- 
ing and publishing, a record 
total of more than £1,700, has 
been subscribed to this year’s 
Programme of the “Two 
Freds” cricket} match for 
N.A.B.S. 

The final total was reached in 
dramatic fashion. Hearing that 
the 88-page programme, with its 
Fougasse - designed cover in 
colour, had already closed for 
press with a revenue in the 
£1,.690"s, Edward Bates, of 
Alfred Bates & Son, Ltd., at once 
sent a generous cheque to bring 
the sum over £1,700, 

Sir Miles Thomas, N.A.BS. 
president, contributes an opening 
Message to the programme. In 


this he recalls England's recent 
winning of the Ashes, and hopes 
this victory will prove a good 
augury for a “Two Freds” record 
in Coronation year. 

His hope is certain to be ful- 
filled. For the ticket sellers are 
already “up” on last year, there 
are remunerative incentives to be 
won for N.A.BS. by the cricket 
ers, and gifts for the auction 
Which takes place after the 
match are still flowing in. Harold 
Fish, the auctioneer, thanks the 
following for gifts received since 
the last list was published in 
ADVERTISER'S WEEKLY on August 
20 

Battersby & Co., Ltd.; Bentley 
Maudesley & Co., Lid.; British 
Vacuum Cleaner & Eng. Co., 
Lid.; Caxton Chocolate Co., Ltd.; 
R. N. Coate & Co., Ltd.; R. A 
Lewis Esq. (Edward == Martin 
Harvey Advertising Service Ltd.); 
General Electric Co., Ltd, (Mr. 
Clarkson); Gordon & Gotch 
Adv. Ltd. (C. J. Gossling); John- 
son & Johnson (G.B.) Ltd. (S. W 
Colver): J. Lyons & Co., Ltd. 
(J. W. Richards); J. Mackintosh 
& Sons. Ltd. (C. M. Watt); 
Spratt’s Patent Ltd. (G. A 
Bond) Tenaplas (Sales) Ltd.); 
B. Warsop & Sons Ltd (Mr 
Hunt); Wrigley Products Ltd 
(C. B. Saunders); and Blighty 
(Mr. Chappell). 

Footnote (important). — The 
match, organised by the Fleet 
Street Column Club, takes place 
next Wednesday, September 9, at 
Hurlingham. (For details see ad 
verlisement On page 412.) 


On the map 


Theatre Publicity Ltd. have 
issued a folder showing a world 
map and the number of cinemas 
available in each territory for 
film, filmlet, and slide advertising. 
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Let i¢ Freeze... you'll be as warmas 


toast between Vantona Blansheets 


A ‘peach’ of 
a tie up 


A publicity campaign has been 
launched for the new film 
“Melba” tying up with the 
popular dessert “Peche Melba.” 

Promoted by United Artists 
Ltd, the producers of the film 
and Escoflier Ltd., the firm hold 
ing the original “Peche Melba” 
recipe, the scheme includes a 
number of window displays 
throughout the West End of 
London, including displays at 
Harrods Ltd., The Robert Jack- 
son group, Cooper & Co.'s group 
and other leading grocery stores. 

A large display has also been 
erected at the Odeon Theatre, 
Leicester Square, and patrons of 
the Royal Circle Lounge there 
are being given the opportunity 
of sampling an original Escoffier’s 
“Peche Melba.” Several jour 
nalists were sent peaches to draw 
their attention to the scheme 


C.W.S. launch 
furniture drive 


Large-scale advertising is to be 
undertaken by the Co-operative 
Wholesale and retail 
throughout England and 
part of the biggest) driv 
seil more C.W.S, furniture. 

For some time the Co-operative 
movement has been anxious to cap 
ture a bigger share of the national 
market in dry goods, and furniture 
is high on the priority list. 

The campaign to sell more C.W.S 
furniture will open with a furniture 
fortnight, starting on September 14 
It will be heralded by a_ half-pagc 
advertisement in the Daily Mirror 
and followed up by a further large- 
scale advertising. 

To link local publicity with 
national advertising, many retail 
societies are booking space under a 
S0-S0 scheme = initiated by the 
C.W.S., and special blocks are being 
made available free to societies 
joining in the scheme. Special win- 
dow display ideas, along with win- 
dow bills. have also been circulated 
to societies, 

The Co-ops’ “furniture 
is regarded as only 
intensified 


societies 
Wales as 


ever to 


fortnight” 
a pre lude to an 
permanent campaign 
to instal more and more C.W.S. 
furniture into the homes of the 
people CWS advertising is 
handled direct. 


iV] 


This half-page advertisement for 
Blansheets will appear in the * Daily 
Express” on Tuesday, October \3. 


Ads. made it a 
‘sell out” 


So successful was the Vantona 
Textiles Ltd. advertising for Blan- 
Sheets last year that stocks were 
exhausted and part of the campaign 
had to be cancelled. 

This season’s scheme will break 
on Tuesday, October 13, with a 
half-page advertisement in the 
Daily Express. Half-pages in 
national monthly magazines, and 
spaces in the Radio Times and 
other weekly magazines will form 
the backbone of the campaign. A 
wide range of provincial and local 
newspapers will carry Blansheet ad- 
vertising in November and Decem- 
ber and next February. 

Advertising for Vantona  bhed- 
covers will begin in November and 
continue until May 1954. The cam- 
paign will be built round a series 
of full-colour pages in national 
magazines. There will be a special 
promotion in provincial daily news- 
papers and London weekly news- 
papers next March. 

Three large full colour showeards 
for bedcovers have been produced. 
The agents are the Osborne-Peacock 
Co., Ltd. 


Clubs’ corner 
Lt.-Col. C. 
clected 
Etheridge 
Publicity 
Southsea. 
Eliot Warburton, president of the 
Incorporated Society of British 
Advertisers, will address the Publi- 
city Club of Leeds at their first 
meeting of the autumn on Thurs- 
day, September 17 


Fannon has been re- 
chairman, and S. ot 
elected secretary of the 
Club of Portsmouth and 


SOHO R HHH ee HEHE eee EEeeES 
. 


ADVERTISING 
DIARY 


Friday, September 4. 
Bournemourn Punticrry Cros 
RC. Liebman on “Thé work of a 
public relations consultant.” 
Monday, September 7. 

Pusticiry Cioun oF Norwicn anp 
Norrouk Public speaking contest 
Castle Hotel, Norwich. 7.30 p.m 

Tuesday, September 8. 

NOTTINGHAM PuBLICITY 
Speaker Major John 
DSO 


Wednesday, September 9. 
Two Frens’ Cricxer Matcw mw 
amp or N ABS Horingham Cub 
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Clubs’ Conference HQ is fully booked 


WELL OVER 300 
DELEGATES ARE 
EXPECTED 


Registrations from all over 
the country for the Advertising 


Clubs’ Conference at Harro- 
gate, September 25-28, are 


mounting, and the accommo- 
dation at the Conference head- 
quarters, the Grand Hotel, is 
now fully booked. 

There is, however, plenty of 
other good hote] accommodation 
available at Harrogate, Details of 
a number of suitable hotels are 
provided in the official conference 
literature 

It is expected that well over 
300 delegates will be present and 
all who intend going are urged 
to register without delay. 

Registration is not confined to 

lub members. Anyone interested 
in advertising matters will be 
welcomed as a delegate. 

The registration fee is £2 
Delegates’ wives and guests wish- 
ing to attend the business or 
social functions must each be 
individually registered at the 
standard registration fee. Rewgis- 
trations (on the official form, 
obtainable from all advertising 
clubs, or from the Advertising 
Association) should be sent with 
remittance to Commander 
A. Robertson-Macdonald, Hon. 
treasurer, Clubs’ Conference 
Fund, c/o The Advertising Asso- 
ciation, 110 Fleet Street, London, 


E.C.4. Cheques should be made 
pavable to “Clubs’ Conference 
Fund.” 


Chairman of the 


sixth session 
(‘Standards 
Demand 
V ig ilance”™) 


of the Har 
rogate Con- 
ference on 


Sunday 
morning will 
be Leslie Ww 
Needham, 
chairman of 


the A.D 
and director 
of  advertis 
ing, Express 
Leslie W. Needham group. 


No confidence 
without advertising 


Any company intending to sell 
in the Canadian market must first 
be prepared to carry out very 
extensive advertising in the 
Dominion. 

Canadian consumers appeared 
to have no confidence in a pro- 
duct unless it had been repeatedly 
brought to their notice by adver- 
tising, says H. A. Wallace, a 
representative of B. & S. Massey 
Ltd.. forging plant manufacturers, 
of Manchester, who has now re- 
turned after carrying out four 
business assignments in Canada. 


c. 


Swan 


et 


S. J, Gill 


e 
+ 


G. Hawkins 


Three girls as youth delegates 


Many more advertising Clubs 
have announced their nomina- 
tions to the Harrogate Confer- 
ence under the Time magazine 
scheme for youth delegates. 

Newcastle upon Tyne Club 
have chosen Miss Christina Anne 
Swan, assistant space buyer of 
Doig Advertising Ltd., whom she 
joined in July 1952 as a layout 
artist. Miss Swan attended King's 
College, Durham University, for 
four years in the faculty of fine 
art, design school 

Aberdeen Club have named 
19-years-old Shirley Jean = Gill 
who went straight from school to 
work in J. PD. Gill Advertising 
Service, Aberdeen, of which her 
father is principal. 

She is a keen junior member 
and ably defended the Club last 
year in a debate on the subject 
“That the Publicity Club serves 
no useful purpose.” 

Bristol and West Publicity 
Club have chosen Gladys Hawkins 
as their nominee. She entered 
advertising in 1950 when = she 
joined Glovers (Bristol). She 
transferred to their space depart- 
ment in 1951, and is now assisting 


Tom Bowyer. An_ enthusiastic 
member of the Bristol Club, she 
holds (with four others) the 


record for a 100 per cent atten- 
dance at last winter's education 


lectures — heavy fogs notwith- 
standing 
Other youth delegates chosen 


bv the Clubs are: 
Hartley; 


Leeds J. N 
Liverpool George 
Halewood; Shefltield—-H. D 
Rodgers; Wolverhampton 
Dennis Beddows; Birmingham 


Ralph W. Black; Bradford 
Keith Murgatroyd; Glasgow 
David Finlay; Ireland—Basil C 
Brindley; Leicester--W. E. I 


Marshall; London — Anthony 
Wilson; North Wales—-J. E. 
Williams; Norwich and Norfolk 
Sidonie Cooke; Nottingham 
R. A. Jordan; Oxford—David 
Wood; Portsmouth and Southsea 

S. C. Etheridge: Southampton 

L. W. Riggs; Coventry—-Rey 
Gunn. 

Memento 

Each Time youth delegate will 
be presented by the magazine 
with an engraved phosphor 
bronze medallion as a memento 
of the Conference 


COURSES FOR DIPLOMA ENTRANTS 


Colleges and technical institutes 
providing courses leading up to the 
1954 diploma examinations of the 
Advertising Association, together 


with the dates on which intending 
students should register, are as 
follows 

London City of London 
College (Last session's students, 
September 2! New students Sep- 
tember 22, 23.) College for the 


Distributive Trades (week commenc- 
ing September 21). North Western 
Polytechni (September 21—23). 
Birmingham: City of Birmingham 
College of Commerce (September 
7). Cardiff Fechnical College 
(September 10-16) Glasgow : 
Glasgow and West of Scotland Com- 
mercial College (September 7-10). 


Hull: College of Commerce (Sep- 
tember & —11) Leeds: Leeds Col- 
lege of Commerce (September 14). 


Liverpoo!: City of Liverpool Col- 


lege of Commerce (Se ptember 14) 
Manchester: Manchester College of 
Commerce (September 21). New- 
castle: M pal College of Com- 


merce (September 14), Nottingham: 


Nottingham and District Technical 
College (Ser nher 14—17) Shef- 
ficld: Sheffield College of Com- 
merce and Technology (September 
7). Cort ndence Course: Inter- 


national Correspondence 
Lid., Kingsway, London. 

Usually, students wishing to 
register should possess a certificat: 
from the Advertising Association 
confirming that they are the Asso- 
ciation’s registered students. 

Dates for examinations ar 
Intermediate, Division A, May 18 
and 19: Division B, May 20 and 21 
Final, Division C, May 18 and 19 
Division D, May 20 and 21. 


Schools 


Output nearly 
doubled 


To mark the opening of their re 
built canteen, Bemrose & Sons Ltd 
printers, of Derby, held a luncheon 
last Thursday at which the menu 
consisted entirely of food supplied 
by customers whose printing is don 


by the firm. The Juncheon was 
attended by the Mayor = and 
Mavoress of Derby. 

The managing director, Max 


Bemrose, said that the introduction 
of a new type of wrapper and new 
machinery had enabled prices + 
be cut and the firm's output to | 
nearly doubled while the same num 
ber of workers employed 


were 


British films 
do well in 
Venice festival 


Britain did well at the Inter 
national Festival of Documentary 
and Short Films, at which 248 
films from 30 countries were 
shown. The British entry, which 
was organised by the Association 
of Specialised Film Producers, 
gained the following individual 
awards, 

“The Moving Spirit,’ produced 
by Halas & Batchelor for the 
Anglo-lranian Oi! Co., won first 
prize for documentaries dealing 
with transport, 

“The White Frontier” (Rayant 
Pictures) was second in the travel 
and exploration section 

“Sunday by the Sea” (Harle- 
quin Pictures) won the Grand 
Prix for the best film shown in 
the various sections for shorts. 

“Coastal Navigation and Pilot- 
age” (Halas & Batchelor, for the 
Admiralty), second prize among 
professional teaching films 

The three entertainment films 
and four shorts entered in the 
children’s film section by the 
Children’s Film Foundation 
scored an outstanding success, 
gaining the prize for the best 
national selection 

F. A. Hoare (Merton Park 
Studios), president of the A.S.F.P., 
and L. G. Parker, secretary, were 
present at the Festival 


Beret for the bird 

The Emu has donned a beret 
and become an artist in a new 3-D 
display unit which will be used to 
promote sales of Emu woo! dur- 
ing the winter months 

The unit pictures the bird 
dressed as an artist in a studio. 


On his palate are hanks of wool 
m new shades 


National advertising will be 
used by the agents, Willings Press 
Service Ltd., to establish the new 
colours, Large spaces have been 
booked for colour and black and 


white advertisements in the 
national, magazine and trade 
press. 
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Dunlop's ad. 
appointments 


Dunlop announce the appoint 
ment of BE. S. H. Janes, advertising 
manager of their alhed group, as 
assistant general advertising manager 
to C. L. Smith. 

l. A. Thorpe, a senior 
executive from Charles Fb. Higham 
Lid., succeeds Mr, Janes as adver 
tising manager of the alhed group. 

Mr. Janes joined Dunlop 28 years 
ago, After service at the Man- 
chester factory, he became northern 
group executive in the central adver- 
using department when it was 
formed in 1927, taking over the ad 
vertising for the new branches 
which are now the Dunlop allied 
group 

Throughout the 


account 


intensive cxApan- 
sion of a quarter of a century, Mr. 
Janes, who was trained by Sir 
Charles Higham, has played a lead- 
ing part in every advertising cam 
paign for all Dunlop products, other 
than tyres. After a lengthy member 
ship of the Incorporated Advertising 
Managers’ Association, on 
national council he — serves, 
Janes was made a Fellow of 
Association in 1951 As chairman 
of the advertising committee of the 
Federation of British Rubber Manu 
facturers’ Association, he is a mem 
ber of the home publicity commit 
tee of the Federation of British 
Industries and he is also on the ex- 
hibition committee of the Incorpor- 
ated Society of British Advertisers. 

Mr. Thorpe has been with Charles 
F. Higham Ltd. since 1951 He 
began his career with Kendal Milne 
& Co., Manchester, and in 1935 
joined Cecil D. Notley Advertising 
Lid., to whom he returned as 
account executive for CC. & ~ 
Clark Ltd., Associated Lead Manu- 
facturers Ltd., and Weetabix Ltd. 
after war service. In 1949 he joined 
l. Booth Waddicor & Partners Ltd. 
in charge of the Tube Investment 
accounts. 


Romer Hatton as 
sales manager 


Romer Hatton has been appointed 
sales manager of the new recording 
equipment division of F.M.1. Sales 
& Service Ltd., with R. J. Wood as 
assistant manager and W. HL Y. 
Grainger as sales engineer. 


* 

Following the recent appointment 
of A. E. Lawson as assistant sales 
manager for “His Master's Voice” 
radio, television and gramophones, 
two further sales appointments are 
announced. 

C. E. Walker has been appointed 
southern area manager and F. G. 
Wigmore appointed assistant to sales 


Walker has been associated with 
compames in the E&.M.1. Group 
since 1926 and was previously sales 
supervisor for London and the 
southern area, 

* * 

H. Arthur Engleman, managing 
director of the Philadelphia (U.S.A.) 
advertising agency, which bears his 
name, will be in this country 
throughout October, to confer with 
British manufacturers interested in 
long range marketing Opportunities 
in America. 

* * * 

F. C. Hooper, managing director, 
Schweppes Ltd., has been elected 
president, London branch, Incorpor 
ated Sales Managers’ Association. 

* * * 


L. Gilder, managing director of 

the Howard Organisation, leaves 

to - morrow 

(Friday) for 

an extensive 

tour of Hol- 

land, France, 

Belgium = and 

Italy. This 

journey — fol- 

lows a recent 

announcement 

that the 

Howard Or 

ganisation 

will shortly 

be opening 

an office in 

Amsterdam. Mr. Gilder will be re- 

turning early in October, and hopes 

to have thoroughly investigated the 

market conditions, as well as con- 

solidated various arrangements on 

behalf of English and Continental! 
clients. 

a * * 

June Godden is the new promo 
lion manager of Windsmoor 
(London) Ltd. She has been with 
the firm for five years. Ann Tegner, 
who formerly held the post, has 
resigned to take up a journalistic 
appointment, 

* * 

D. J. Black has been appointed 
to the staff of St. George’s Press, 
Brentford. He was apprenticed at 
Gale & Polden and in 1932 took 
up a position with B. Winstone & 
Sons. For the past five years he 
has been manager of the experi- 
mental printing plant of Coates 
Brothers Inks itd 


* * * 
W. J. Howell has relinquished the 


position of London sales represen- 


tative, Architectural Design (not 
Architectural Review, as was errone- 
ously stated last week). He has 
been succeeded by Kenneth Towell. 
In addition to his new activities with 
Architectural Design, with which 
he has been connected since 1936, 
Mr. Towell will remain actively con- 
cerned with the Architects’ Standard 


E. S. H. Janes 

C. R. Bayliss, public.ty officer 
to the Birmingham Co-operative 
Society since 1946, has taken over 
the positien of publicity and adver- 
tising manager for Cannon Holdings 
Ltd., manufacturers of gas cookers 
Bilston 

* * 

John Searle Austin has resigned 
from Zanton Studios to establish 
his own business as commercial and 
industrial photographer. He has 
been appointed official — photo- 
grapher to the five companies in the 
Parnall (Yate) Group, which in- 
cludes Ascot Gas Water Heaters 
lid. He is the son of E. Searle 
Austin, director of W. H. Gollings 
& Associates Ltd. 

* * * 

Stuart C. Kerr, Royds overseas 
executive, has recently returned 
from the Benelux, Scandinavian 
countries and Western Germany, 
where he visited Stockholm, Oslo, 
Copenhagen, Hamburg, Amsterdam 
and Brussels on behalf of G. § 
Royds Ltd. and their clients 


Hoare’s new job 
in Whitehall 


R. G. §. Hoare has been ap- 
pointed to take charge of the infor- 
mation services at the Ministry of 
Food while continuing to act as 
chief information § officer for the 
Ministry of Pensions and National 
Insurance. Previous head of the 
information services was A. Keith 
Fowler, who has recently taken 
charge of public relations at the 
Home Office 

* * * 

Miss F. Ross has been appointed 
press officer for Regent Film Distri- 
butors Ltd. 

* * * 

Stuart Mayes has just returned 
to London from Dublin where ‘he 
has been on a goodwill trip combin 
ing business with golf. He is a 
representative for Dennis W. Mayes 
Lid. who are the London represen- 
tatives for Radio Review and The 
Dublin Catholic Standard. 

* * * 

George Copping, editor of Pains 
Oil and Colour Journal, has ac 
cepted an invitation from — the 
Canadian Paint, Varnish & Lacquer 
Association to be a guest speaker 
at their annual meeting in Toronto 

* * 

Frank Padbury, managing directo: 
of Padbury Advertising Ltd., 
Dublin, is on a motoring tour in 
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R. G. §. Hoare 


, J 
A. G. Spence 

Alexander George Spence, a 
director of Technical and General 
Advertising Ltd., died suddenly on 
Monday. He was 71. 

Three years ago when he retired 
from the chairmanship of the agency 
after 54 years in advertising, tribute 
was paid to the prominent part he 
had played in raising the status of 
professional conduct in advertising. 
Mr. Spence started in 1897 with H 
Muller & Co., original associates of 
Technical and General. In 1912 he 
was appointed a director of this 
agency and continucd managing 
director when it becan Muller, 
Blatchley & Co., Lid., in 1916 

His home was at Southend where 
he had served as a member of the 
local Council and was prominently 
issociated with charitable Oorganisa- 
tions, 

Ihe funeral is at St. 
Church, Prittlewell, on 
at 10 a.m. 


R. E. Martin 


Reginald FE. Martin, an advertise- 
ment representative of the West- 
minster Press Provincial Newspapers 
Ltd.. died in the West Kent General 
Hospital, Maidstone, on Monday, 
ized 58. 

After ten years as London adver- 
tisement representative of several 
of the Westminster Press Provincial 
Newspapers, Mr. Martin was ap- 
pointed advertisement manager of 
the Birmingham Gazette & Despatch 
Lid. in 1945, 

He returned to London in 1950 
and since then had represented the 
Durham County Advertiser series, 
the Darlington & Stockton Times, 
Wiltshire Gazette and the Lincoln- 
shire Chronicle. 


James Beggs 

Ihe death has taken 
Dublin of James Beggs, who was 
general manager of the Dublin 
Evenine Mail until his retirement 
three years ago Mr. Beggs was 
born in Ballymena, County Antrim, 
where he served his apprenticeship 
as a printer. Later he joined the 
Evening Mail as case room super- 
visor: in 1935 he was appointed 
gencral manager, becoming a diree- 
tor of the company two years later. 


Mary's 
Saturday 


place in 


W. E. Cox, editor of the Bath 
Chronicle and Herald and associ- 
ated publications since 1949, has 


manager Sidney Davies. Mr. Catalogues. Devon and Cornwall. died aged 72. 
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PROPRIETORS - ODHAMS PRESS LTD. EFFICIENT SERVICE 
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eee and one person 


every three 


reads the 


Sunday Pictorial 


every week 


Every week one family out of every three 
in Great Britain reads the Sunday Pictorial. 
For, with an average net sale of 5,262,856, 
the Sunday Pictorial goes into millions of homes 
all over the country. It is read by every 
adult member of the family on the best- 
advertising day of the week—the day they have 
time to read advertisements at leisure, and 
sales messages sink in. Space in the 
Sunday Pictorial is exceedingly economical too. 
Compared with 1939 its square inch per 
thousand rate has increased much less than 


that of any other Sunday newspaper 
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Strong bid for retailer support during 


Carpet Fortnight 


New industrial | 
film association | 


A new association formed to 
promote the use of industrial 
films has two objectives: 

It will show industrialists what 
has already been achieved by in 
dustrial films in selling products 
both at home and abroad 

It will give film producers some 
idea of the sort of films that in- 
dustrialists want, 

Prime movers in the new In- 
dustrial Film Association are 
Peter Baker, M.P.. managing 
director of Falcon Press and 
director of a number of other 
concerns, and Edward Cook, 
exccutive producer of the Big Six 
Film Unit and a pioneer in in- 
dustrial! film production. 

Mr. Cook, who has made more 
than 280 films and sends them to 
over 60 countries in more than 
20 languages, believes that there 
is a lack of understanding among 
industrialists as to what can be 
achieved by films, particulariy in 
expanding exports. On the other 
hand, he says, many film pro- 
ducers have a lot to learn about 
producing films which, though 
they may not be works of art, do 
sell goods 

No film producers will be mem- 
bers of the new Association. It 
consists entirely of industrialists 
and already includes men and 
firms of the calibre of Harry 
herguson, E. Bruce Ball, and the 
North British Locomotive Co. 
among its members. 


BN ae 


This Four Square cigarette window 

display, demonstrating stages in 

cigarette manufacture, has a collaps- 

ible centre unit is if contains un- 

manufactured tobacco leaf, it: must 

he accompanied by a’ Customs 
perm 


° 

Lowering the tone 

\ legal ruling has enabled the 
heirs of Engico Caruso to force the 
Metro - Goldwyn - Mayer Company 
ind the Coca Cola Export Corpora 
tion to remove posters in Ttalv ad- 
verusing the picture “The Great 
Caruso.” 

The posters show the star, Mario 
Lanza, drinking Coca Cola 


Transportation advertising 


SALES TRAINING 
LECTURES 
LANS for high-powered 


retailer co-operation in 
support of national press and 
poster advertising for Carpet 
Fortnight (September 26— 
October 10) are detailed in a 
brochure now being sent to 
carpet retailers by the British 
Carpets Promotion Council. 

[hey include: a matrix service 
for focal advertising; a window 
display competition, with gener- 
ous prizes; sales training courses 
for retailers’ staffs; an instruc- 
tional book for staffs and another 
for consumers; and a supply of 
free display material, 

Public interest will also be 
Whipped up through a carpet 
competition publicised in the 
October 3 issue of Picture Post. 
£750 in carpet prizes will go to 
the winners. 

Featuring the slogan, “Buy a 
Carpet—It Makes a Home,” 
national advertising will begin 
before the Fortnight, and will 
continue in papers and magazines 
with a combined circulation of 
more than forty million. They 
include: Daily Express, Daily 
Herald, Daily Mirror, Daily Mail, 
Daily Telegraph, News Chronicle, 
Sunday Express, Sunday  Dis- 
pak hi, News of the World, 
People, Sunday Pictorial, 
Woman's Own, and Picture Post. 
In addition, leading provincial 
dailies and wecklies will carry 
editorial advertising composite 
features, 


Many slogans 

From now through to the end 
of Octeber, 48-sheet and other 
poster sites in the main provin- 
cial centres will carry the cam 
paign’s main slogan. 2,000 Tube 
cards and 800 bus front posters 
will be directed at London's 
travelling millions, 

Slogans that have been devised 
for retailers include: Buy Well 
Buy Wool-—-carpets; There is no 
substitute for woo] carpets; 
Woo] carpets best for hard 
wear, Wool carpets for rich 
colours; Wool carpets are a good 
investment; Wool carpets for 
warmth and comfort; and Buy a 
carpet-—best of all an all wool 
carpet. 

The sales training course for 
retailers’ staffs is already in pro- 
yress by means of a lecture in 
each of the following cities: 


? 


Store name  adéress 


One of the blocks available for 
retailers. 


London, Cardiff, Bristol], Birming- 
ham, Leicester, Manchester, 
Leeds, Glasgow, and Edinburgh. 

The campaign is being run by 
the British Carpets Promotion 
Council, which is sponsored by 
the Federation of British Carpet 
Manufacturers and the _ Inter- 
national Woo! Secretariat, Agents 
for the scheme are C. J. Lytle 
(Advertising) Ltd., who designed 
and produced the booklet, which 
was printed by Brown Knight & 
Truscott Ltd. 


_ J ” J 
PRESS PICTURES 
‘ al ‘ 
CONTEST 

This year, for the first time, the 
Institute of British Photographers 
joins the Encyclopaedia Britan- 
nica in sponsoring the annual 
British Press Pictures of the Year 
competition 

There are six categories: news. 
sports, feature, and Coronation 
pictures, picture sequences, and 
picture portfolios. 

Last year a total of 1,576 pic 
tures were submitted by 179 
British press photographers 


Press ads. bring 
the visitors 


Colwyn Bay, experiencing _ its 
busiest season since the war, attri- 
butes this to press advertising. J. f 
Neal, the town's publicity and enter- 
tainments manager, says that while 
the number of visitors from Lanca 
Shire and Yorkshire has been more 
than maintained there is a consider- 
able increase in the numbers from 
Scotland and the Midlands, due to 
national press advertising. 


33, NORFOLK STREET, STRAND, LONDON, W.C.2 


Pros pects 
‘never better’ 


A record volume of national 
advertising is likely during the 
coming quarter, and prospects 
for purely local advertising have 
never been better, according to 
“Talking Points,” the information 
news sheet for advertisement 
executives issued by the News- 
paper Society. 

Tips on advertising 
for cycle dealers 
The cycle or motorcycle dealer 

who regularly fills his advertise 

ment with a picture of a particu 
lar machine and announces that 
he is the agent, gets his knuckles 
rapped by the Motor Cycle and 

Cyvele Trader. 

Urging him to plan his adver- 
tising, an article entitled “Brush 
up your selling” recommends 
him to divide his market into 
those who buy for pleasure, for 
profit, or are just regular custo- 
mers 

Copy must attract attention, in- 
terest the reader, make him think, 
and suggest action, it tells him. 
And advertising must form a link 
with showroom and window dis- 
play. “The final selling link is at 
the point of sale.” 


’ . 
Family colours in 
° 
packaging 

Genozo toothpaste has now 
been repackaged in the Genatosan 
family colours—yellow and black 
The design is based on a theme 
by Leonard Beaumont, worked 
out in conjunction with Genato- 
san’s advertising agents, Mather 
& Crowther Ltd. 

Since Genatosan Ltd. rede- 
signed their Sanatogen packs two 
vears ago, they have been extend- 
ing their basic design to many 
other of their products They 
claim that a strong family like 
ness achieves the maximum 
“carry over” from one product to 
another where it counts most 
at point of sale 


ask MASONS 


Phone. Temple Bar 2044 
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“A SOLUS TRANSFORMATION” 


BEFORE 


AFTER 


MACKESON’S! 
Its noe bitter... rz 


Solus Sites improve the Amenities 


This photograph of a National Solus Site in a commercial area shows how a 
derelict wall can be cleaned up and re-modelled to become an attractive poster 
position—and, at the same time greatly improve the local amenities. National 
Solus Sites are available in all commercial areas in England and Wales. 


NATIONAL SOLUS SITES LTD. 


56/60 STRAND + LONDON + W.C.2- - TELEPHONE: TRAFALGAR 4922-3-4 


DIRECTORS: T. A, ALL AM (Managing Director S. bk. CARTER I W. FELTON KH LAWSON 


MEMBERS OF THE SOLUS OUTDOOR ADVERTISING ASSOCIATION LTD, 
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Wade Moral of the ‘Bubbles’ ad. 


ONE VOICE 


the  Postmaster-General’s  an- 
nouncement that competitive 
television in this country will 
follow the lines suggested by 
the 1.S.B.A, and LLP.A. is a 
tribute to the level-headed 
approach of organised advertis- 
ing to a highly controversial 
problem. 

This development also emphasises 
the importance of co-operation 
within our business. 

Less happy was the recent news 
that the LS.B.A. is not con- 
tinuing to co-operate in the 
preparation of the Advertising 
Association’s surveys of adver- 
tising expenditure. “Domestic 
reasons” are quoted as respon- 
sible for this development. 

If advertising as a business is to 
have the influence its import- 
ance warrants i¢ must act in 
unison, speak with one voice. 


HARROGATE THEME 


The advertising club movement 
must be judged, not by the 
number of its members or the 
eloquence of its speakers, but 
by the service it gives. 

Only in return for service will it 
obtain the support it needs to 
enable it to extend the scope of 
its practical usefulness. 

This thoughg should be in the 
minds of all who participate 
in the Clubs’ Conference at 
Harrogate. 

What do the clubs do for adver- 
tising and advertisers? What 
more could they do? On what 
grounds are they warranted in 
secking greater advertiser sup- 
port? These are the questions 
the Conference should ask and 
answer, 


Tangible service 


One can argue quite convincingly 
that the club movement does, 
within its present limitations, 
give tangible and worthwhile 
service to advertisers. 

But there are many who believe 
that if it were better organised 
nationally, financially stronger. 
and with a clearer concept of 
its functions and responsibili- 
ties, it could be far more useful 
than it is, 

The stage has been reached when 
club members do well to re- 
examine the relationship of 
their movement to the business 
within which it lives and upon 
which it devends for its exist- 


ence, 


* 
; 


| I is always interesting and 
- quite useful to consider 
the opinions of the non-tech- 
nical on the subject of adver- 
tisements. After all those are 
the people to whom the mes- 
sage is directed, and upon their 
response depends the success 
of a campaign. 

Have you sometimes overheard 
the comments of fellow travellers 
about a poster, the odd remark of 
a passenger descending an escal- 
ator or sitting in a bus, or two 
teen-agers studying the personal 
column of the daily paper? Such 
eavesdropping can be a source of 
frank opinions. 

I remember the spontaneous 
appreciation of a charming 
woman about certain cosmetic 
advertising: “It pleases me to sec 
the things I like to buy so attrac- 
tively advertised.” 

Those of us within the adver- 
tising world are so closely con- 
cerned with our presentations we 
are often inclined to doubt our 
judgment of a design or layout, 
and rightly so. We are not ad 
vertising to ourselves. 

Many are critical of advertise- 
ments, usually for a reason. One 
woman recently asked if adver- 
tisers realise how many people 
wear spectacles. She complained 
that too many advertisements are 
crowded with small type making 
them difficult to read without 
close study. The remedy sug- 
gested by this critic was “less 
wording, more panels” which 
being interpreted was an appeal 
for improved layout. I know we 
have to plead with some adver- 
tisers to reduce wording for the 
sake of clarity, and the criticism 
1 mention does support our 
efforts. 

Some years ago | heard a com- 
plaint about the size of the letter- 
ing On Underground Railway 
Station name plates. <A_ short 
sighted passenger found it ex- 
tremely difficult to recognise her 
own destination and I wondered 
how many passengers found 
themselves similarly handicapped 

and how many advertisements 
were unreadable for the same 
reason 

Ihe public are interested in 
advertising, and deserve of our 
best. We hear a lot about gulli- 
bility and it does exist. It is im- 
portant, however, to respect the 
intelligence of the buying com 
munity, because goods of high 
quality faithfully advertised earn 
a recommendation and at the 
same time bring credit to the ad 
vertisement 

The present variety of adver 


GUEST COLUMN 
by 
M. S. WENMOTH 


president 
Women’s Advertising Club 
of London 


tisements for detergents has 
produced much speculation on 
the part of housewives, The 
competition resulting from prox- 
imity in these campaigns is, I 
believe, an asset. The women 
who make their selection judge 
each preparation they use accord- 
ing to their respective needs or 
circumstances. They like to be 
informed of the merits claimed 
by the manufacturers. It gives 
them confidence to know of the 
exhaustive tests made jn the 
laboratories, before the article is 
placed on the market. 

Some women may watch the 
turn of the tide, consider surf 
hathing or even look for the 
whitest whites at tennis or cricket, 
hut in the actual use of the com- 
modities they will form their own 
opinions, and what is important, 


® Record appropriations are 
being earmarked for cam- 
paigns in the soft drinks 
‘war’ which will start when 
the imminent announcement 
is made of sugar de-ration- 
ing. 


® Nestlé are planning to intro- 
duce to Britain powdered tea 
similar to their coffee pro- 
ducts. Early reaction is 
expected from competitors. 


® Campaigns for wool will be 
stepped up to meet competi- 
tion from synthetic fibres 
which are becoming cheaper 
as the price of wool rises— 
up a shilling in the £ at the 
opening sales in Australia. 


@ Bakers misjudged the de- 
mand for reintroduced white 
bread. Now the bigger con- 
cerns are planning publicity 
to cash-in on the unexpected 
market for the dearer pro- 
duct. 


@ A new  photo-composing 
machine is to be introduced 
in Britain this autumn. 
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he able to give reasons for those 
opinions, 

Women form the greater pro- 
pertion of the buying public. In 
the majority of households 
the housewife is relied upon to 
take care of the budget. She 
knows the rise and fall (more 
often the rise) in prices for all 
day to day requirements and 
plans her expenditure accord- 
ingly. 

Being generally concerned with 
the needs of others as well as their 
own housewives watch for an- 
rnouncements which may assist in 
their search for clothes, carpets, 
china, or whatever is in demand. 
They are the people who remem- 
ber to ask for and examine the 
merchandise named and who, in 
all probability, make the fina! pur- 
chase after discussions with 
husbands, sons or daughters—or 
perhaps themselves! 

It is many years _ since 
“Bubbles” was used to advertise 
soap. That was a compliment to 
the soap and the public, and | 
believe the public will appreciate 
the compliment of good adver- 
tising. 


@ Public relations campaigns 
now in progress are a pre- 
lude to more extensive ad- 
vertising for well-known 
liqueurs. 


@ A Conservative group is 
planning a move to persuade 
leading politicians that a 
national daily party news- 
paper should be launched. 


@ Trade union journals are to 
make special efforts to get 
consumer advertising. 


® Problem for publishers: 
Should they accept display 
advertisements now being 
planned by competitive TV 
interests to state their case. 


@ A syndicate has offered to 
set up a competitive TV 
Station in the Isle of Man. 
Public opinion there is to 
be tested. 


® A vigorous circulation fight 
is in prospect among weekly 
newspapers in the North 
London suburbs. 
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The National Magazine Co. Ltd, 


28/30 Grosvenor Gardens, London, $.W.1 


D ‘ ; — a : 
2 es = es 
‘ 7 a 

. 7 

- 7 ‘ 
q 

a | 
| 
.} 
es 

’ ee 


393 ADVERTISER'S WEEKLY 


THE BARMINGHAM POST. TURSDAY, JUNE & fms 
_ me sown a . Raert ~~ nee awe . 


eoese sLiene 
aw OFF 
rhom *Tece 


Te 8 roe eevee 
ae ~4 —_———— 


“FXCAVATION sPHCLALESTS~ 
mPLeTE tae @ GO8TH MOVES Teme 
~~ xe TOO Meee 
“CATDLE” 
oo oF Te met eer = ‘ - ns 
county _ OTELS : pa ¥ LAND GRAK Co 
. wRMwunAM 
Fos Baie Fresw ip : 
a Me eee ss Sen 
DIES & CHASERS 
nn erent, enenen tem. Laem are 


apie eee Fos Rams Sune Z <i = 2 a Sarat any — . The Classified Adver- 


PACTORY PREMISES ey yi BS tied CHARLES WINN & CO. LTD. 


——* =~ ———_ §) tisement pages of The 


PRECISION GRINDING 
— us 
wee e ow vemee 

was 


’ 


mw a 
O8 Que 2 usm ae 


ani conn : rr = : wis = 2 : OMINDING LIMITED, soccrme - a daily indication of 


and — = - ~ 
OREERS FOREN TO HUA % . ’ 
eran 


comes AT MT oe — ee | CuNLLARD HON SHOT the unique position of 
eee the paper in the Mid- 
lands. _ Professional 

advertising men — 

especially buyers of 

space—know that the 

paper with the strong- 


Marae ete aes est classified section 


 Saphoed face 
a 


invariably has the 
most intensive reader- 
rear Ee Ho : ship, and plan their 
bay ee ; aa exe schedules accordingly. 


MF 
2S aie mace 


ThA See 
ea, * Fad te ices : 


on chia 
sane token tak ee 
— @ woo 


G may Fa LY) 
ex, FF a. a oe 


ST ET a 


ee AY ett nt 3 


ec 


To cover the Midlands first cover Birmingham 
The Birmingham Pos 


38 New Street, London Office : 
Birmingham, 2 88 Fleet St., E.C.4 


Branches at: Blackheath * Bromsgrove © Coventry Dudley © Kidderminster * Leamington Spa - Redditch © Tamworth Walsall and Wolverhampton 


2 wa ee ‘ : 7 +. a - s + 
SEPTEMBER 3, 1953 eS | 
. 
2 
—, | rmenat —————E —— 
ng oh TO OD to oeony artes . - — 
ie ene Seg SS ee TRAE MESO EET 
+ at. as) SEF SS Tee BAR! ——< 
Teas oe a | See i “ — 
os Fa Me Wie SY 2998 Wee re. ‘ . = oe we 
ie ces. Rye Prem Memnoreeetion wad for soncne 7 atime eR | TOOL - 
afer’ tseete 1 ee a Sa 7 ’ " _ ae 
an SS ta rwemeesa Whamemnars MUMMATs se racers NES ad Se OE 
Re técie > S =a ems es a ee ww vee ees ees nae 
geteedheann tao Wee rae ee ae — by ty aye oe “esis 2 soe Gry bee MOSEDALE STEEIA LTD. 
pe aes “ea tks = on Se ae oe cet ED UF gee Re iS ae a ee - 
TS pie ne) St eee ee ee pevemnny worl <= tt 
wile soe see < sm om we open ad Souvesuep 6eF at 
Rca c= Leet oll | SSS a 
atige ss peas ae y c= = ™ . 
te OLE pe Ee) : % “ 
Wifes Seas eens ee FT 
BAe eA 
Disses srroeecwt sigutaaseie ae se 
Px praag Mieeics jane’ 7 
Pomiece + t- ; 
(Slit eRe beet — Ee << 
sho Cpa ie A 2 xz = . . 
fee 5 eae lee ay : 
Wernwn vorematin| =| 
arse [eee 
« Bem Whe? ome (PERER? 
P ~ tee ae oe 
oVeaiet o*sr ees SP. 
ml tne 4 - aioe as v- 
Wei ates ces — es , 
Git ashy oe Rio tne — TOSS oe a 4 a 
pach tear Rye be ates A ee Ge Peers PS Se oe ee BI 
x “ nteng a trs. 2 " 
Adam aban |e uae is Sg ayy ce arbot et at 
breernee? SCR Se ree Oe ey irm Os 
See om , o- merely = : 4h j 
Fees / Birmingham Post are 
eras Ee 7 
wero in 7 oom { 
WR SS fro ee 
PEIN TORN, sean ten sa 
recs veneer we ROO 
eh leet eee 
8 Puck Soe est pene ee me 
Rf & a= as es Ts. = 
SS SE re eee 2 & 
sree Sha: Se oil 
Crome Los met 
Sa a me A Bee 
oe (rete Sree 
we Sd ome me ETS LO 
. a = hl = - yee _— - ; 
van canes tae eee, oe Me SE 
Lanai yy S aren Pernt tt 
pore Sr ome om t oe oe 
' Se eee 
vo omnes oom |S ee 
PES et a 
fe eee oe leon 
[ae 8 a eae eS ; 
Ee OE Bak ia Ri 
| as os vata & tap ee Bae! 
SPS FRE Cor ate tees a 
~ - (Oars 
iter rae ewan LR ema 
Bet PSS ee 
- e4 4 sd ir a a ae — 
Pua ve mS er OmaweeS SOMA on ONO Hh ments Ee Le fo =e ae bd 
Stet TE sees ower > yee * 8 Oe 2 Pe | ar —_ a8 = : 
Beet oe died 5 oo oe pe ren ar ne * es pom > i a See ak 
CE a hetero Day peng OP Spree: Fe eae a 4. 
ng oaee Saemmemne — i oe [SR SET em ST Se ee SS TS ae eS aS oo 
“SStee + BERL Z| eve ee 1S RE om — ce : : 
“yes ee AEE oS pe manne em Bi ee A ee 
en eee e ee ee: ae 
pw ag Se YE | bee BEI one’ ort pepe Sats = mm tah Fae Se 
~ go > rere e aa z beg rae ecosren = Dien 
aire) TEES Pe ee CW eee . 
fl ee a. ‘= Siyens ome Puree ile ae a 
ry ee oT, 5 << + Sas 23 . 
mpm emia ons oa aid Sie ae Appl) <> Heer te 
eee Jae ere eee Tin eee ee ee SS 
A EO =~ Fe ees PE aS ee 
Aa ease cee OE EEO = ha at 
at ose ee age SO nena Spee 
eo ge ote rE Bh er ' ia : 
A aa oe a ° 
ae pias 63 oe ee nae 
“a Mee aves BES Be ee KO 
Ly * Ss . : 
py Oa en . on ~- Bes 2-22 = = ’ EI 
he i eae ke a EST ie v9 edl oor? Ree eo et 
Were ee Se | “ am Si* f-- =i ake Ce 224i + mg kM ., ; babe f ’ uo cans ;: 
ag eet ae mee Si See ae aSTRS sean See Ode tte A 5 etapa ste. Pia omnes 7 
* hy patie te ee ue. O82 oh See cae fred be f iy 4 § bros. men ote Pte : 
J <2 Bik Ex: VES Foye. Ue, 5 2 BE Se a ld eee | aS . 
fa gh ler COO GE oe te hk, eer gore Ber a hae 
PS pet 3 Wer ease, te aT Tie wi cir 2% F ah Fe Me taf ee - Pt lake : Poe] 
‘ Sr A ae of Bin. = += ee Ore ~~ s Wo berg hsees fe aS Oe 2) oS hes rvepenty £98 1900, =. J 
Ere at. ee ite et *a% Th. ek 33 r ae we eo. Cae vis. ea =: Te et i al 4 
+ fr all Py 4 = \* r “A r 
Sere FS Be i ied * wo ate, Sent fd 7 cS mo A oe oe ae eee he { »/f Sane »= he } y ‘ " : 
ae ee a* TIFT SS 2=,9 eee He fe Sis. ee ate erste ~ ce . ann thet ‘ € 8 | 
Pomars Pe ncrace Catmanmbes wee [SSO pen ee Baer sie Oda 
Wee ee et ae Free SE it ne te ie a ee ag las wire ie Ot "re ms 
SE es 4 py Fe pe | pa z woe bar et 3e re, CR hy ey . : 
‘ hae can iN ae nl — iat rs oN t toe . - : ee 9 ; Sars M x a " . Pa 
chap BEN ae | ea nee tee RP rs reef Soe 5) Ge a PA so aac! oe > 4 ” ‘ 
1 et So Cage eS bi ¥ ee Te OF - - ; =. r Sem = 9 a . a 
Gath Sax sce FE P+ Sf 4 52 Gee hs Ce Re een oe Ph it we “a 
e. as Rist > See ye t has Ort {id ae F 1 
‘We mae ok S| ete: 5 ea ; Feely Se = 3 pod www Pho rd 
+e ‘ ’ = ; . " t+ L- | a, 7 PES he iy 0 OF a 
SE 2s F. YS ‘ 3 et ap a> Bg > Re 4. 4|o= nae pee 2 eet A eu cks wee | 
qi — s fa ee C TE ATe Ger? Paste - “ ‘ # F 
’ ar ae “r x - 
oo 
29 
Pgs 
7 ? 
da f 
ligt ae f 
ra 
¢ SR Bex, 
+, re b : 
fe: “% t 
* a4 » 7 k 
a iit With a 
fot ~ f 
= Pi ” Fe 
ent it 
- § 
2 Ee ee i ws OS : ‘i 
oe sl ae . CT ioe 7 . = 
a Bi Od . 


ADVERTISER'S WEEKLY 


394 


How to approach the dangerous task of 


SEPTEMBER 3, 1953 


gauging future market possibilities 


A LARGE part of the pro- 
duction of consumer 
goods is made in advance of 
the actual orders for those 
goods, That is to say, the 
manufacturer anticipates the 
type, quality and amount of 
goods which customers will 
eventually take up. The goods 
do not actually reach the final 
consumer until perhaps months 
after the decision to produce 
them has been taken. 


Now, how is it that the pro- 
ducer can be sure he will eventu- 
ally be able to sell those goods? 
Does he rely upon a hunch? 
Custom “they always want 
the same thing?” A skilled sales 
force which will dispose of any- 
thing which is given to them? 


Variety of hazards beset 
prophets 


Naturally, the answer depends 
not only upon the extent to 
which the gentleman concerned 
keeps abreast of the times, but 
also on the type of commodity 
he produces. The demand for 
such items as salt, men’s socks, 
saucepans, and so on, probably 
shows little change for decades, 
but even when we consider such 
an everyday, humdrum (until the 
publication of the report of the 
Monopolies Commission) article 
as a box of matches, there are 
market factors which have 
exerted an appreciable influence 
on future sales. Gone, or nearly 
so, are the gas mantles and 
candles, and with them a propor- 
tion of the need for matches. 
More recently we have seen the 
rapid growth of automatic 
lighters to cater for the smoker 
and the housewife’s cooker, and 
their full effect on the number of 
matches to be sold has still to 
work itself out in full, 


This mundane example has 
been given in order to illustrate 
the variety of hazards confront- 
ing the seer who would forecast 
the market for one of the most 
clementary commodities in daily 
use. Broadly speaking, an in- 
crease in the complexity of the 
article manufactured involves a 
corresponding increase in the 
difficulties of estimating future 
demand, although jt is equally 
true that for extremely intricate 
products such as heavy clectrical 
equipment, locomotives, and so 
on, production is largely geared 
to the order book 

However, it is not only the 
complexity of the product, but 
its susceptibility to changes in 


Some of the problems, theoretical and practical, which confront 
anyone attempting to forecast future markets are surveyed by 
RESEARCHER in the third and last of his present series of articles 
on market research. The vagaries of trade booms and slumps, 
the prospects of peace or war (or a continuation of that curious 
contemporary concoction of the two conditions) and the political 
character of present and future governments in power at home 
represent imponderables which must somehow be evaluated. It 
is emphasised that present economic research techniques are 
mostly exploratory and that lessons have to be learned the hard 
way—by analysing the causes of failure. But it is insisted that 
the economic researcher has come to stay. 


fashjon, seasonal variations and 
competitive activity which affect 
juture demand. Changes in the 
fashions for, say, women’s cloth- 
ing are notoriously unpredictable, 
although there is one bold 
organisation in the United States 
which claims to predict changes 
in the length of the hemline. 
Seasonal variations, on the other 
hand, yield — themselves to 
analysis on the basis of past 
sales records, and the sales rep- 
resentatives and trade friends of 

concern usually keep it fairly 
well appraised of forthcoming 
moves by competitors, 


To date, however, compara- 
tively little attention has been 
given to examining the under- 
lying economic factors which 
affect the demand for whole 
groups of products, in order to 
become forearmed against the 
consequences. 


Research in this field has 
tended to fall between two stools 
On the other hand, academic 
economists have been immersed 
in the general economic situa- 
tion, and on the other, there have 
been instances of highly specific 
research covering such a narrow 
field as to be of limited interest. 
A glance, however, at some of 
the complexities of economic re- 
search will provide some extenua- 
tion for the gaps. 


Clearly, the trade cycle heads 
the list. What scems to be the 
inevitable rhythmical succession 
of boom followed by slump is 
again filling many minds with 
the possibility of a real end 
to the war in Korea and 
a subsequent = slackening © of 
business activity in the United 
States Feonomists have long 
tried to find a solution to the 
recessions which have a_ nasty 
habit of succeeding a period of 
prosperity. Is it a problem of 
over-production? of under- 
consumption? Unfortunately, no 
sooner is a satisfactory remedy 
propounded (which would have 
averted the previous slump) than 
a new type of slump sets in 


Nevertheless, application of 


economic research to the reces- 
sion in the cotton manufacturing 
areas jast year has indicated that 
while the demand for some com- 
modities fell away sharply, the 
demand for others (including 
whai might be regarded as luxury 
items) was maintained. Certain 
manufacturers have already 
learned valuable lessons and are 
engaged in diversifying their 
range of products and preparing 
special promotion schemes to be 
held in readiness should the need 
arise. 

Second only to general trading 
conditions come the activities of 
the Government, whatever its 
political complexion. It is always 
salutary to remind ourselves of 
the enormous power wielded by 
the State over the economy: its 
veneral monetary policy, the 
measures which it takes to main- 
tain full employment, the crea- 
tion of new towns, its capital 
requirements for the nationalised 
industries and the social services, 
ete Plainly, the economic re- 
searcher must be a keen student 
of political affairs, too. Then 
there is the weapon of purchase 
tax which can be used to syphon 
off demand for one range of 
products and to divert it to an- 
other range, “in the national 
interest” an interest decided 
upon by the government of the 
day. 


Changed buying habits of 
social groups 


Ihe variations which have 
occurred during the past few 
years have. however, heen care- 
fully studied in order to reveal 
just what sort of effect a reduc- 
tion of a certain amount is likely 
to have unon demand for the 
commodity concerned. Thus, even 
if we cannot predict what 
changes the Government is likely 
to make, we can at least proffer 
some estimate of the probable 
consequences of such changes 

“Progressive” taxation (that is 
taxation rates which rise steeply 
ahove a certain income level) 
in the shape of income tax and 


death duties, coupled with 
social security payments, has 
done much to assist in the re- 
distribution of incomes. The 
repercussions on the type of 
consumer goods demanded by 
different social class groups are 
still working themselves out. 
For example, the factory 
worker is becoming more dis- 
criminating in his choice of 
clothes and furniture, while 
many a member of what used to 
be ternled the middle class is 
realising that the car which he 
formerly took for granted is 
now assuming the character of a 
luxury which cannot be afforded. 
Studies are in progress which 
have as their object the more 
precise estimation of — such 
changes and whether they are 
likely to persist. 


Emergence of cheaper 
substitutes 


Finally, reference ean be made 
to a field in which economic 
theory really comes into its own, 
namely that of substitutes. In- 
stances are constantly occurring 
where the supply of an existing 
product fails to keep pace with 
demand, or where its cost rises 
steeply and deters possible con- 
sumers. 

Both cases afford opportunities 
to enterprising manufacturers to 
produce suitable alternatives. 
Sometimes the Government it 
self may step in, as it did with 
the synthetic rubber industry in 
che United States during the last 
war when natural rubber was 
virtually unobtainable. Nowadays 
the competition between the 
natural and synthetic products in 
that country provides an interest- 
ing exercise in forecasting the 
relative demand for each type 
lo do this involves calculating 
probable production and price 
movements for natural rubber, 
possible improvements in the 
synthetic variety. stockpiling 
policy, and, most difficult of all, 
the political considerations in 
volved, 

This brief and necessarily 
skeleton outline of the problems, 
both theoretical and practical. 
which are met with in attempts 
to make market forecasts has, I 
hope, given you some conception 
of the part which economic re- 
search can play. The techniques 
adopted so far are largely ex 
ploratory and improvements 
have had to be made the hard 
wav by analysing the reasons 
for failure. Nevertheless, the 
economic researcher. blend of 
politician, economist, statistician, 
and soothsayer that he must be, 
is here to stay 
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What the Tycoons saw... 


...In their favourite paper 


... two half-pages, for Abdulla No.7 and Avon Tyres, ‘That is why these advertisers and their agents* chose 


and a full-page for Hymatic—all in prominent THE ECONOMIST. It reaches people of importance, 
positions, where Tycoons could hardly fail tosee them. — who find THE ECONOMIST as good a guide to capital 
Tycoons are invariably tyreborne, and as interested in —_ goods and services as it is to the good things of life. 


the quality of their tyres as in the installation of com- 

* Nelson Advertising Service Ltd. are the advertising agents for 
Avon Tyres; The London Press Exchange Lid., the agents for 

in post-prandial smoking as in post-war planning. Abdulla No. 7, and The Hymatic Engineering Co. Ltd. 


The Economist 


22 RYDER STREET * LONDON SWI * WHITEHALL 151! 


pressed air equipment in their factories; as interested 
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ADVERTISING CASE HISTORIES—35 


N example of how to pro- 
mote sales successfully in 
a limited area on a necessarily 
small appropriation is provided 
by a campaign by Johnson & 
Johnson (Mansfield) Ltd., for 
their Blue Packet and Gift 
Teas. 

Johnson & Johnson are whole- 
sale grocers and tea merchants, 
with head offices in Mansfield, 
Notts. The teas they blend on 
their own premises are their 
speciality Their = distribution 
policy is not to saturate their 
sales area with stockists, but to 
select small go-ahead = shops, 
where the owner is often the chief 
counter salesman, and appoint 
them sole local stockists. 

During the period of tea 
rationing, sale of Gift Tea was 
discontinued, and a “one blend 
only” quality tea was marketed 
as Johnson's Blue Packet Tea. 
This was sold within a 30-40 
miles radius of Mansfield, but 
was not then advertised. 

By early this year, the situation 
had changed. ‘Tea rationing was 
finished, and competition was 


boosted tea sales 


becoming keen. It was decided 
to adopt progressive sales tactics, 
with the primary object of regain- 
ing ground given up on the out- 
break of war in 1939. 

In pre-war days, a gift coupon 
scheme had proved very reward- 
ing. Both stockists and their cus- 
tomers were asking for this 
scheme to be revived. Competi- 
tors were introducing incentive 
schemes the effect of which had 
to be countered. It was therefore 
decided to reintroduce the gift 
coupon scheme. 

Both the Blue Packet Tea and 
the Gift Tea — a good product 
but of slightly lesser quality — 
would be sold at the same price, 
with the same profit margin to 
the retailer, but customers, on 
saving the coupons, could obtain 
gifts really worth having. This 
was not to be a “stunt,” but a 
scheme intended to maintain as 
well as to increase sales. It was 
to be a challenge to customers to 
see whether they could tell the 
difference between the blends. 
Many, it was known, could not. 
They could buy the Gift Tea and 
benefit by the gifts. 


HEAD OFFICE - - MAIDSTONE 
LONDON - 80 FLEET STREET 


How point of sale promotion 


Displays were of a 
size to match the 
modesty of the 
establishments — in 
which they were 
put on show, Eye- 
appeal was strong 
as actual gift items 
were featured. 


A display unit (illustrated here) 
was produced, and the Gift Tea 
was just being launched, when 
Johnson & Johnson felt the time 
had come to seek professional 
advice on their sales promotion. 
They called in A. J. Gorman, of 
Nottingham, who specialises in 
point of sale publicity. 

His advice was that advertising 
should be concentrated at the 
point of sale. His reason: most 
of the firm’s outlets were very 
small shops stocking up to a 
dozen different blends of tea. It 
was therefore essential to give the 
customers, at the point of pur- 
chase, a reason for buying John- 
sons’ teas in preference to others. 

Display pieces, he advised, 
must not be too large or elaborate 
to suit the shops in which they 
would be shown, and they must 
have good “eye appeal.” 

The unit already produced, dis- 
playing some of the actual gifts 
for inspection, was approved. In 
addition, retailers were provided 
with a small duplicated catalogue 
in two colours. This explained 


>the scheme, and listed the gifts. 


In the rare cases where stock- 
ists showed lack of enthusiasm 
or required help, small dupli- 
cated “treasure hunt” notes were 
distributed from door to door in 


a 
DRINK 
NY sounsons 

/ \B 


LUE PACKET) / 
TEA 


Three-colour showcard material 
also served as window bills. 


their neighbourhood. Recipients 
inquired at the shop for the 
“treasure” the Gift Tea Gifts 
and a limited consumer de- 
mand was thereby achieved. 
Gift Tea was introduced in the 
home area on May 1. Sales were 
extended to a further area, a 
coastal strip in the Grimsby 
region, a month later. Earlier, on 
April 1, Blue Packet Tea had 
been pioneered in two new areas, 
at 40 miles radius of Peterborough, 
and in Norfolk, the selling being 
done by van salesmen. The only 
advertising was a window sticker 
“We do sell Johnsons’ tea.” Gift 
Tea followed in these areas on 
May 14. Deliberately, the best 
product was introduced first. 


Threefold sales rise 


It was expected that the gift 
scheme would result in many 
customers transferring from the 
Blue Packet to the Gift Tea. But 
the gift scheme publicity, and the 
encouragement it would give to 
retailers to push Johnsons’ teas, 
would, it was also hoped, lead to 
a much greater total quantity of 
Johnsons’ teas being sold. 


These expectations were ful- 
filled. By July, Johnsons’ teas 
showed an overall sales in- 
crease Of 300 per cent. 70 per 
cent of this increase’ was 
attributable to the new Gift 
Tea, 30 per cent to the Blue 
Packet Tea, even though this 
had not yet been advertised. 


From July 1, advertising for 
Blue Packet Tea was started. 
Basis of this was a series of show- 
cards, in three colours, bearing 
the slogan “It’s a good tip,” and 
printed, not only on 12-sheet 
card, but on paper. The paper 
bills can be used as window bills, 
Or can be pasted over soiled 
showeards, thus obviating the 
need for retailers to carry large 
stocks of the cards themselves. 

By these means, together with 
a number of other schemes soon 
to be introduced, and designed 
to create consumer demand, it is 
hoped to maintain a steady in- 
crease in sales of both blends. 
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MOTOR EXHIBITION, EARLS COURT, OC 


AAutocar 


LONDON SHOW NUMBERS 


The Autocar’s Show Numbers are based on a 
unique knowledge of the automobile industry and 
its preducts. Greatly enlarged and profusely illus- 
trated, they will be studied by the most influential 
section of the world’s motorists. Circulation, already 
largest in its field, will be heavily augmented. 

October 16th. London Show Guide. The first full 
account of what the show will reveal—plus The 
AuTOcar’s famous Buyers’ Guide. Press, October §. 


October 23rd. London Show Report. Stand- 
to-Stand reports and specifications of every car on 
display, surveys of caravans, radios, accessories, etc. 
Also complete analysis of development in engines, 


transmissions, frames, etc. Press, October 12. 


October 30th. London Show Review. Com- 
bined Exhibition review and technical survey of 
design trends. An issue upon which buying plans 


are finally formulated. Press, October 19. 


The year’s most important issues, read in 
over 100 countries..Book your space NOW 


DORSET HOUSE, 


STAMFORD STREET, 


LONDON, 


S.E.1. WATERLOO 3333 (60 LINES) 
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Three Firsts 


aA new 


NEW FICTION FROM ANDRE DEUTSCH 


ano a lest? Trollope, 
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Typography in Advertising 


A TIME TO LAUGH 9] COORINNA 
ERLE WILSON 


LAURENCE THOMPSON 


Ao original humorous end touching novel shout 
ar Alri an walduer s eaperences ve the Brvush Army 


Blouhferd Whestr aed ee 


WLUTTRATEO BY JAMES wOmwrLt 


The suther a Mate Me Ae Offer ha 
already proved that he wan vuln andi 
om (Me 


oe the meen delighely 
sperer lor rare Sepiember pe fd nat 


ODERN” typefaces are, 
of course, not modern 
at all. They are so called to 
make typography even more 
confusing. They are the group 
of faces, of which the Bodoni 
family is the best known, in 
which there is an extreme con- 
trast between the main stroke 
and the hair lines. There are 
comparatively modern versions 
of the “moderns” such as 
Walbaum, Slim Black and the 
like, but most of the adver- 
tisements described here will 
have Bodoni as the main face. 

Most treatises say that this 
family shows to the best advan- 
tage on smooth uncoated paper 
and that they should be avoided 
Sab O an RD aD een at | 


EVERYWHERE... 


from MUCKING QE 
alle and MESSING 
to FOBBING (én 
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and UGLEY 


you can be sure of 
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The use of Cheltenham tiyvpe in 
these Shell ads, is questioned. 


my bow 
marsupeal wolf and bu & 
By the euthor of Perwan of England and Mebert C with deine 


WOLF MANAOWIT ke) 
A KID FOR en ranan Gunter 
TWO FAKTHINGS eit ctiactdien 


THE TWO HEROINES 
OF PLUMPLINGTON 
ANTHONY TROLLOPE 


Rew ued by John Mampden from rhe fies ot + 
forgotien Victorian maganne the charming ory 
wil sarprue Trotlopans They believed The Law 
Chremele of Barwichent 


ee ee 
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on end « deep under 
Me Od oes 


THE HOLY FOOT 
ROBERT ROMANTS 


Healy the setting he diame 


eorase By ROGER DARCY 


Calligraphic letter- 
ing attractive but 
top border gives 


yor # death appearance of a 
n Hampden Whasweed by 


Dr saree ste 4 separate ad. 


for newspaper work as their thin 
hair lines do not stand up to the 
stereotyping process. 

So, from some typographical 
heaven, Giambattista Bodoni 


The WORLD'S 
GREATEST EXPERIENCE 


of rotary wing engineering, design and 
over a million flying hours, 


| 
IS BUILT INTO EVERY | 


WESTLAND 
HELICOPTER 


| 

| 
Mo other Briuish helicopter has anything like | 
as many fying hours w its credit or as many | 
machines in civil and military service (hrough- | 
we world Westiand’s pioneer design and 
development team stands ready for the nent 
Hep in helicopter progress 


The Eoenin® Stomdard te the fret memepeper to 
operate « Metinnpter om the wpe meme tereicn 


WESTLAND AIRCRAFT LIMITED, YEOVIL, ENGLAND 
AUROPTS «LARGEST «AND GUTIEST «HELICOPTER facTORY 


Lack of imagination characterises 
this layout and typography. 


must be looking down in some 
bewilderment at the current use 
of his noble characters (designed 
for the magnificent volumes of 
the nobility) in newspaper adver- 
tisements. For it looks as if the 
hair lines are standing up to the 
rough newspaper treatment after 
all. If you doubt it, consider the 
present series of Shell advertise- 
ments, Look at those thin hair 
lines on the “H” in particular. 
The Shell ads. are brilliant, and 


BODONI 
WOULD BE 
AMAZED 


An excellent use of 
Bodoni. This is 
effective even in 
comparatively 
small sizes. 


are spoiled only, in my opinion, 
by the use of Cheltenham for the 
names of the villages. In fact, 
in the ad. reproduced here my 
view of Cheltenham its summed 
up by the name of the last village. 
| appreciate that another type 
face was desirable and a good 
bold condensed was necessary to 
the layout, but why, oh why 
Cheltenham? 

And talking of Cheltenham, 
look at the ad, for Westland 
Helicopters. The only good thing 
about it is the drawing. No im- 
agination went into the typo- 
graphy or layout at all, I strongly 
suspect that the copy was written 
on the back of an envelope and 
given to the oldest comp in the 
office. He chose Cheltenham be- 
cause it Was the type he used to 
set the headlines in for the 
Witnerspoon-on-Sea Weekly Ad 
vertiser, where he served his ap- 
prenticeship. 
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Lavender 


@ Truest, most perfect 
e F of lavenders. So 
@ completely lovely 
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For men 
about 
Regent Street 
on holiday 


Raskiag bert 
| Our lesen, entyhilzow shorts 
ae aumag quite 2 nipaie aiang 


hartekin The should make for 
fowendy retatuons fatter haskomg 
on the teach you plunge @ and 
apres to encoumer 4 sherk 
heteing the water We sho 


oy tan and clase 42) 


sea gviag? 
The sea has many pein of wow | 
You can at om i (preferatty om | 
2 beat), You con st by it ond 
throw stones at AL or you can 
Wt at borne me © deck chat and 


i thiak bow (ar away the see realy 
« We have stu for ever 
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layout it would sound something 
like this ... 
“the” (normal voice) “World's 
Greatest Experience” (loud) 
(long pause) “of rotary wing 
etc.” (muttered) (long pause) 
“is built into every” (loud) 
(very long pause) “Westland 
Helicopter” (bellowed). 
Now look at the Heal’s ad. 
Nothing in it? In actual fact it 
is beautifully done. It is eye- 


WHAT 16 YOUR size 
™ Sens; 
Procrustes, we learned at schoo! 


eddegned Une sue of hus guess to ent 
ie bed At Heals, on the other 


© exe firm? There @ no reason chiidren's cote of afl sums You wal 


provide you with » double bed that's stil, come some sad see (or 
fem on one hell an! sof) om the other — pouarself 


© Here par hans me ae areata 


HEAL & SON 


“Modern” face is used in this 
well-designed lavender water ad. 


The result is spidery and old- 
fashioned, showing up by con- 
trast the well-drawn illustration 
And look at the way it is laid 
out. A first-year student at a 
printing schoo] could have done 
better. If one spoke with the 
same sort of emphasis as this 


oppente rowdy: Serco: Seana) 
Mee! & Ban Led, 9h Tevenham Cour Mond Ws Tetaghens Mi Seem one 


Just the right amount of copy is 
contained in this ad. for beds. 


catching (that is for those who 
are interested in beds—and who 
isn't?), and there is just the right 
amount of copy. The firm's name 
in Bodoni stands out sufficiently, 
without dominating the ad. 

Other well-designed advertise- 
ments, using “modern” face, are 
the Grossmith Lavender and the 
Mappin Plate announcements. 
The Mappin ad. shows how Ultra 
Bodoni fares in newspapers. 
These typefaces seem to go well 
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Every retail shop in Great Britain is covered by the C.D.O. window dressing 
service. National advertisers desirous of promoting sales through retailers are 
offered the unique servicing facilities of this organisation for the delivery and 


personal installation of displays in their customers’ windows. 


enquiries :— C D O 


dealer} service povaiees ion 


281-3 GOSWELL ROAD 30 UXBRIDGE ROAD 


LONDON ECL. LONDON W.12. 
TERMINALS 7701 SHEPHERDS BUSH 1281 
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The OUTSTANDING] 
Journal of the | 


distributive trades ! 


For over 50 years this popu- 
lar trade journal has proved an outstanding 
advertising medium. During the last ten years 
its circulation has risen by over 300 per cent, 
sure proof, indeed, of the journal's standing in 
the newsagency and allied trades. 


It is read by wholesale and retail newsagents, 
booksellers, stationers — throughout 
Britain and Ireland. 


Great 


Further details, rate card and 


specimen copies on request. 


NATIONAL = NEWSAGENT 
BOOKSELLER + STATIONER 


149 FLEET SPREET. LONDON, B.C 
PELEPHONE: CITY 2604 (5 LINES) 
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continued from page 398 


with the imitation 
type of illustration. 

On the other hand when the 
“modern” style is made too fine 
there is a danger that the details 
will not come out in newspaper 
work. Look at the Benson and 
Hedges name in the ad.  Prob- 


“engraved” 


| Mappin Plate 


for the well-kept 
table 


MAPPIN AND WEBB 


* CALL aT THE SHOWROOMS OF ORDER BY POST «+ 


Ultra Bodoni fares well in news- 
paper advertising as this example 
shows. 


ably hand drawn, it is neverthe- 
less based on Ultra Bodoni. The 
little scratchy lines have not 
come out too well. It would have 
been better (and the effect of the 
message would have been the 
same) for Ultra Bodoni to be 
used, as in the Mappin announce- 
ment. 

I reserve my best praise for the 
Austin Reed announcement. 
Here Bodoni has been used, even 


OLD BOND STREET. LONDON: 


Bewsov.-MeDors 


This illustrates the danger that 
details may not come out if 
“modern” style is made too fine. 


in comparatively small] sizes, with 
good effect. There is no doubt 
about it that “Bodoni ts Best.” 
Outstanding use of hand letter- 
ing, in my Opinion, occurs in the 
neat little ad. for the Chocolate 
House and in the book announce 


Ghoceltale 


fi owse 

Mell. wey up Daxewt ovesse 0: No 185 
Open ult 115 pom 

Cadbery's totes ploce fer drvenses o 6 

light nme, te meet before the cimeme 
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An outstanding example of the 


use of hand lettering. 


ment by Andre Deutsch, but with 
a difference. The script in the 
small ad, is integrated into the 
design, but in the publisher's an- 
nouncement it is not, The mistake 
in the Deutsch ad. is having a 
border round the top part, mak- 
ing it look like an entirely separ- 
ate advertisement. The calli- 
graphic lettering is, however, very 
attractive. t 

Now Ridler’s have obviously 
gone to some trouble to have 
their small ad. hand drawn. True 
it Meets its purpose, but wouldn't 
it have been better to have de- 
vised a more artistic set of 
a The bottom line i is 


lovee gum cee 'cCHT TO Say 


IDLERS 


CIDER 
| Also GOLDEN PIPPIN Fines Oust 


This hand drawn advertisement 

would have looked even better 

had more artistic characters been 
employed, 


frankly poor in quality and I am 
sure the “R” in “cider” could 
have been much more artistic. 
Brickbat department. The 
George Brigden ad. for Pets Dog 
Food is too messy. ‘There are 
half a dozen different sorts of 
type and lettering. There are dis- 
tracting labels and an odd cat 


this new 


complete food 


Sniff it. it's meatier! 
“PETS” contains meat and rabbit for proteins, corents 
for carbohydyatcs, powdered hone for calemum. vegetable 
ond cod-liver otf for vitamins A & D and fote—blended to 
eoeure a complete correctly belamred worm cabibitmg duet. 


160z. and only 1/6d. 
look for PETS) brick red tin 


Teds cou Gregtre Lad. 18 Late Calige 
io 


we 
ea 


Drastic redesigning ts said to be 

called for in this ad. Too many 

type faces have been used and 
the cat distracts. 


looking round the corner of the 
tin. The imitation Egyptian type- 
face lettering is poor and the eye 
does not run through the mes- 
sage in an orderly manner, It 
would have been much better to 
have had a half-tone of the tin, 
and not to have attempted econ- 
omy by using the title on the tin 
as the third word in the message. 
The information about Australian 
meat seems superfluous, but if it 
was necessary to include it, it 
could have been brought in the 
main text. The cat could have 
occupied a corner of the ad. In 
fact the whole darn thing wants 
re-designing. Grim warning from 
this ad: stick to one or two type 
faces; hand lettering has to be 
used with taste and care. 
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Sell the man at the top! 


Influential business men 


in over 100 countries prefer 
TIME INTERNATIONAL 


fo any other publication 


The four editions of TIME INTERNATIONAL, published in 
English, cover the world’s most important markets outside the 
U.S.A. Every week these editions are read by more than 
1,700,000 influential people in over 100 countries. Not only 
are 92°), of TIME INTERNATIONAL subscribers in business, 
government and the professions, but the world’s top business 
men prefer TIME INTERNATIONAL to any other publication. 
TIME INTERNATIONAL readers everywhere are the men and 


women who make trends, influence opinion, and help to deter- 
mine the trading policies of companies and governments. To the 
advertiser, these are the people who s/iape the course of business 
throughout the world! 


You can buy advertising space in all four editions—TIMI 
Atlantic, TIME Canadian, TIME Pacific and TIME Latin 
American—or in the editions that cover the areas in which 
you are most interested. Full details trom : The Advertisement 
Director, Time International, Time & Life Building, New Bond 
Street, London, W1 
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ee These display pieces, designed by Mather & Crowther Ltd., illustrate the 

om) é : ; 

Te rer ‘ versatility of silk screen. The double-sided showcards (A and B) and 

ee Khe Screen Printing Process 2 the biackboard “crowner’” (C) are printed on hardboard and water- 
is : prpofed. (D) is a transfer for affixing to wall tiles. The banner (E), 
: to hang from the sun blind, is printed on cotton fabric. 

ee a “paint” process, designs which 
af are composed of areas of flat, 
fe. 


When to use silk screen: its 


possibilities and limitations 


ILK screen is now widely 

recognised as one of the 
standard = printing — processes, 
along with the older methods 
of letterpress, litho and gra- 
vure. 

No experienced buyer of 
print will dispute this fact 
There may be, however, some 
advertisers and = other print 
users who, not being so fami- 
liar with the screen process, 
hesitate to use it through lack 
of knowledge of its possibilities 
and limitations. 

Choice of the process will 
depend on several considerations 
The most important of these are: 

The numbers of copies re- 
quired, and 

The suitability of the design 
to the process. 

The preparation of stencils for 
silk sereen printing is a relatively 
simple matter and therefore com- 


By G. F. LANSDELL 


A print buyer from a large advertising agency gives adver- 
tisers some practical hints on the uses of silk screen. He 
states the considerations determining choice of the process, 
outlines the type of artwork required, and discusses its varied 
applications in the production of advertising material. Best 
results, he emphasises, can only come from complete co- 
operation between designer, buyer and screen printer. 


pares very favourably with the 
cost of letterpress blocks, litho 
plates or photogravure cylinders. 
This makes silk screen the ideal 
method of producing short runs 
economically, especially when a 
number of colours is required. 
But the usefulness of silk 
screen is not limited to short 
runs. Recent advances in 
mechanisation have so speeded 
up production that runs of up 
to 1,200 impressions an hour 
are now obtainable from the 
latest types of screen printing 
machines, 


Where it is possible to print 
more than “one up” (that is, two 
or more copies at the same time 
on the same sheet) the output can 
be stepped up and the number of 
impressions reduced accordingly 
This will, of course, depend on 
the. size of the printed copy and 
the size of the screen. Several 
printers now use screens up to 
60 in, x 40 in. 

When designing for reproduc 
tion by silk screen it is important 
to remember the special charac 
teristics of the process, as well as 
its limitations. As it is essentially 


opaque colour are the most suit- 
able Intricate and elaborate 
designs can be built up by the 
superimposition of one colour on 
another; in fact there is practi- 
cally no limit to the number of 
colours which can be employed 
A good artist who thoroughly 
understands the silk screen pro- 
cess can produce very arresting 
designs within a limited range of 
colours 


Lettering and type from 8-point 
upwards can be reproduced satis- 
factorily. For the smaller sizes 
it is best to snecify a sans serif 
type, such as Gill Sans or one of 
the popular Grotesques. Types 
with fine serifs (such as Perpetua) 
or with strongly contrasted thick 
and thin strokes (Bodoni, for 
example) tend to thicken in silk 
screening and lose their peculiar 
characteristics If small white 
lettering on a_ solid coloured 
background is required it is 
generally desirable to print the 
white as a separate colour; other- 
wise the solid background tends 
to spread and fill in the small 
lettering, 


Type of artwork required 


If the design is fairly simple. 
say in two or three colours, all 
that is needed in the way of 
finished artwork is a black and 
white key drawing with overlays 
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SEE THE 
SIGN BELOW 
AT THE 
LONDON 
SHOWROOMS 


@ SIGNS, SHOWCARDS, DISPLAYS 
MANUFACTURED IN HARDBOARD, 
CARDBOARD, PERSPEX, GLASS, 
PLASTIC, WOOD AND METAL 


IN OUR OWN FACTORIES 


* Illustrated is a new fluted glass 
fluorescent sign of high-intensity lighting, 
obtainable in a varicty of shades, sizes and 
finishes. Suitable for indoor and outdoor use, 
the front glass panel is silk screened from 
the back, ceramic fired for everlasting life. 
Illumination provided by a single ordinary 
fluorescent tube or by two colour lamps. 
The fluted glass panel produces a brilliant 
and highly effective light diffusion. Write or 
*phone for our representative to demonstrate 
one of these signs. 


ACME SHOWCARD AND SIGN COMPANY LIMITED 
9 SOUTH MOLTON STREET, LONDON, W.I + _— Telephone: MAYfair 0292 


Showrooms also at CROWN BUILDINGS, JAMES WATT STREET, BIRMINGHAM, 4 Telephone : Birmingham Central 2345 
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EXTRALARGEMENTS 
photowork 


BLACK and WHITE or COLOUR 
ANY SIZE 


PHOTOWORK LTD. 


Brighouse, Yorkshire. Phone 1240 
73 Baker St., London, W.!. Phone WEi 0938 


404 


AUTOTYPE *< ag 
Photo Stencils’ 


PHOTO 
STENCILS 


have advantages some- 
times overlooked by the 
silk screen printer. Let 
Autotype specialists 
save you time and 
trouble with that awk- 
ward job. 
AUTOTYPE 

COMPANY LIMITED 


Brownlow Road, West Ealing 
London, W.13 
Telephone: EALing 2691 


AUTOTYPE-: 


+ IdALOLAY 
 AUTOTYPE « 


‘GORDONS 


OF MANCHESTER 
SCREEN PRINTED 


POSTERS 
AND SHOWCARDS 


TELEPHONE CENTRAL 6971 
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® THE SCREEN PRINTING PROCESS—continued 


| to indicate the colour separation. 


should 


In case of doubt the printer 
be consulted before the 
artwork is prepared. 

The printer will normally ex- 
pect to receive repro pulls of any 
type matter as part of the art- 
work, unless he has been asked 
specifically to allow for type- 
setting in his estimate. 

It is also advisable to ascertain 
whether the printer requires his 
artwork to be “s/s” (same size as 
the finished print) or drawn to 
scale. 

Before leaving this question of 
design it may be as well to say a 
word about the printing of half- 
tones by the silk screen process. 
Since the war rapid strides have 
been made in the development of 
photo stencils, which in turn has 
led to the possibility of reproduc- 
ing continuous tone originals, 
both in black and white and 
colour. The silk screen half-tone 
as used to-day corresponds 
approximately to the 60-line 
screen used in letterpress half- 
tone. Given a suitable original 
very Satisfactory results can be 
obtained in the reproduction of 
photographs and wash drawings 
for the larger kinds of display 
material 

For smaller work, such as 
folders and booklets where half- 
tones of finer screen are required, 
silk screen may be effectively 
combined with letterpress print- 
ing: in this case the half-tone 
portions of the design are repro- 
duced from blocks, while silk 
screen is used for the colour 
work. Or, again, silk screen may 
be combined with photo litho 


Applications of silk screen 


First Class Design 
Requires 
lirst Class Reproduction 


| Contach... 


CLErxenweet 9228 


F. J. MORLEY 
PRINTING SERVICES 
22-25 BARTHOLOMEW SQUARE 
OLD STREET, LONDON, E.C.I 


SILK SCREEN PRINTERS 


SILK SCREEN ARTS LS 


97 SHIRLEY ROAD. CROYOON 
ADOISCOMBE 3141-8 


HIGHEST GRADE SPEEDY SERVICE 
CLEAN © SHARP AY EXPRESS / 


CRAFTSMANSHIP DELIVERY ” 


SDAY-OLO"? printers 


The uses of silk screen are 
many and varied. Some of these, 
such as printing on fabrics, trays, 
lampshades, ete., are outside the 
scope of this article. To the ad 
vertiser, however, silk screen 
offers such a wide choice that it 
may be of assistance to con 
sider in detail some of the more 
usual types of advertising material 
to which the process can be 
effectively applied, 


Posters and window bills 

There is a very wide field for 
silk under this heading. 
Posters un to 60 in. x 40 in, can 
be screened in one piece, thus 
making small runs of large 
posters (16-, 32- and 48-sheet) in 
several colours an economical 
proposition. Ordinary — white 
M.G. poster paper is quite suit- 
able for silk screen printing. The 
posters can be varnished after 
printing to render them weather 
resistant. Window bills can be 
gummed on the front or back 
without affecting the printed 
surface 


sereen 


Showcards 

One great advantage of produc- 
ing showeards by silk screen ts 
that the printing can be applied 
direct to boards of any thickness 
Thus both time and money are 
saved by cutting out the mount 
ing Operation usually necessary 


with showcards printed by other 
methods 


Transfers 

The silk screen 
equally effective for printing 
transfers for both interna] and 
external use; in fact silk screen 
transfers can be applied to prac- 
tically any surface (flat, curved or 
irregular) on any kind of 
material. There are now several 
firms specialising in transfer pro- 
duction. 


method is 


Window displays 

When considering displays in 
three dimensions silk screen is the 
answer to many of the display 
man’s problems. The versatility 
of screen printing is nowhere 
more evident, if only because it 
can be applied to almost any kind 
of material, such as paper, card- 
board, hardboard, — plywood, 
metal, glass, and the many forms 
of plastic. Effective use can be 
made of “blown-up”  photo- 
graphic prints combined with silk 
screen printing of the surrounding 
areas for large displays. 


Folders and brochures 

Every advertiser and agent is 
familiar with the large and im 
pressive “broadsides” with which 
many manufacturers arm their 
salesmen and travellers when call- 
ing On trade customers, Generally 
these folders are only required in 
small quantities and the cost of 
producing them by normal print- 
ing methods is prohibitive. Silk 
screen, either by itself or in com- 
bination with letterpress, is 
effective and economical way of 
producing such pieces of sales 
promotion literature. 


an 


Fluorescent inks 


Any consideration of the uses 
of silk screen would be incom 
piecte without some mention of 
the fluorescent inks which have 
contributed such striking bril 
lance to the hoardings during the 
past few years. To the silk screen 
printer belongs the credit for 
developing the use of fluorescent 
inks, either alone or in combina- 
tion with ordinary inks, for 
posters and window bills. Used 
intelligently and discriminatingly 
“fluorescence” adds brilliance and 
compels attention to a design 
which far outweighs the small 
extra cost of printing in fluores- 
cent as against non-fluorescent 
colours, 

One final word of warning! To 
obtain the best results from the 
silk screen process there must be 
complete co-operation and under- 
standing between designer, buyer, 
and screen printer. Silk screen 
printing is not an amateur pro 
cess; it is a highly skilled craft, 
employing in the best firms a 
large percentage of trained and 
expert operatives. Seek out your 
printer, make a friend of him, 
take him into your confidence and 
he will not let you down. 

(The article by T. G. Phipps 
that was to have appeared in this 
issue will he published at a later 
date.) 
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Photography In Advertising 


4058 


French tendency to-day 


MPVHIS is John Heron calling 

from the depths of strike- 
bound Paris. Of course, it 
would be this particular month 
at this particular time that | 
chose to have a round-up on 


contemporary French  photo- 
graphy in advertising! My 
real mission was to get a 


profile of Henry Clarke, like 
Gene Kelley an American in 
Paris; for Clarke I consider to 
be the leader of worth-while 
commercial photography in 
France to-day. 

Working at the Place du Palais 
Bourbon offices of the Condé 
Nast organisation in Paris, Clarke 
contributes a steady turnover of 
distinguished and highly indivi 
dualistic work to bogue which 
raises to heights of enthusiasm 
and trequent envy the top few 
British and American photo 
graphers who can claim the dis- 
tinction of being “household 
names” (whatever that means). 

Clarke was display director ot 
1. Magnin & Co.'s three great 
stores in San Francisco, Oakland 
and Seattle just before the last 
war. Feeling that he had accom 
plished all that display offered 
at least in that particular field 
he accepted a much lowlier post 
tion as a prop man in the New 
York Vovue studios where studio 
manager Clare Mallison took an 
interest in him and allowed him 
to waste film in one of the 
studio’s Rolleiflexes after work 
at nights and week-ends 

Had Clare Mallison known 
it (or maybe she did) in so 
doing she put one of the world’s 
most distinctive fashion — pu 
torialists route for a ereat 
carce?r 

Five ago, he took cour 
age and sailed for Paris with a 
one-way ticket and a mere $130 

It was Britain’s Harper's Bazaar 
which gave Henry Clarke his first 


en 


years 


steady assignment photographing 
Paris dress collections {/hum 
de Figaro also took note of the 


unassumine American whose new 
conceptions and techniques bore 
the stamp of real creative genius 
and much sooner than he had a 
right to expect, Clarke found all 
three editions of Ameri 
can, British, French— bidding for 
his services 

His first photograph to appear 
in an American magazine won 
the first prize of the Art Director's 
Annual Award for outstanding 
artistic merit With a sinele ex 
posure Clarke the Ameri 
can map! 

And what of I 


granhs to-da 


Poem 


cas on 


rench photo 


Immediate] 


is to over-photograph 


reports JOHN HERON 


after the war, savy Clarke, adver 
tisements had a charm French 
and personal, Now it appears to 
him that the majority of adver- 
tisements are not-too-good copies 
of American styles 

In a recent letter to me, dis 
cussing current work, he says: 
“| think the tendency to-day is to 
over-photograph; 100 many 
photographs! It seems to me 
that when one looks at a maga 
zine, at times, it is extremely diffi- 
cult to know where editorial 
pages begin and where advertise 


ments end It is true that the 
alliance between advertisers and 
editorial departments is very 
close in fashion magazines, but 


it also seems too often the case 
that the majoritv of advertise 
ments appear to have been lifted 
out of the editorial department 
with the same kind of lavouts, 


general presentation and often 
the same lettering. 

“This, | think, shows a lack 
of imagination on the part of 
most art editors working for ad 
vertising agencies. It appears to 
be all too casy to copy a page 
from a “slick” magazine and 


with other words alter this to fit 
the necessary selling point of that 
particular advertisement. |] must 
admit this is the case particularly 
with the leading fashion maga 
zines, the result being that any 
new photographic means is new 
for a \ short time 


Stress on Honest 
Self Expression 


“During the Jast years, it has 
been popular for photographs to 
appear with grain or with an 
impressionistic greyness, softness 
of focus or the other extreme 


dating from the school of Nadar 

day! hardness. All of these 
ways and means were first intro 
duced by editorial photographers, 


mainly Avedon and Penn in 
America, and they have’ been 
merciless copied, not always 


success! u to be sure, but none 


the less enough to give a same 
ness to most photographic work 
taken and presented to-day. 

The way out is for the 
greater stress on honest self- 
expression of whatever prob- 
lem is presented. This can only 
come from an inner and 
editorial conception free from 
the impressions of other proven 
and successful photographers 
It is not a matter of technique 
(hut on the other hand, it is 
not really so stylish as some 
photovraphers have heen heard 
10 si 1 hnow nothine This 
is nonser and too close to 
Chi Chi for comfort. A pro- 
fess must know his way 
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R. P. GOSSOP 
@ Artists’ Agents @ 
36 CARTER LANE, E.C.4 
CENTRAL 6950 
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LTD. 


ADVERTISING COSTS 
—— REDUCED 
TRANSFER BLOCKING FOILS. 


PROTECTIVE GLAZING FIL 
WATER SLIDE TRANSFER FILM 
DISPLAY BOARDS ACETATES 
METAL STRUTS, PINS & RINGS. 
GUILLOTINES BEVELLERS 
ELECTRIC FINISHING PRESSES. 
BLOCKING TYPES & DIES 
HAND ENGRAVED BLOCKS 


| MASSEELEY SHOWCARD MACHINES 


| Guaranteed and rebuilt by 


HILL BROTHERS (service) LTD. 
Acton Works, Beaconsfield Road 
Acton Green, London, W.4 
Telephone Chiswick 2235 


OUR PRICES WILL SAVE YOU POUNDS 


WALTER BIRD 
ADVERTISING HEADS 
Monochrome or Colour 

"Phone FRO 1018, 1019 


Photographic Illustration Ltd 
85 Cromwell Road, $.W.7 


PLANNED 
PACKAGING 
WILLIAM W. CLELAND LTD. 


PRINTERS AND BOXMAKERS 
STAPLE HOUSE, CHANCERY LANE 


LONDON, W.C.2 HOLborn 252! 


quality screen printing 


D LTO, 
535 GREEN LANES LONDON WB, 


phone MOUntview 4819 
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HERES WHY IT PAYS YOU TO 


choose a printer who has 


‘Monotype machines. . . 


I ‘The job’s gone to the machine-room. You have 
to phone in an cleventh-hour alteration 
of a date or price-figure. It can be 
done, without resetting or re-reading 
—by just substituting one single type 
for another. 


2 Your layout makes intelligent use of the related 
bold and SMALL. CAPS. to aid “under- 
standing at a glance.” All seven alpha- 
bets you’re asking for are accommo- 
dated ona ‘Monotype’ Keyboard. Your 
printer has foreseen your requirements. 


3 You know what it means to be able to count on 


single-type-sharp repro. proofs; snug- 
fitting ‘Monotype’ type; single-type 


printing quality; the wide range of 


incomparable ‘Monotype’ faces. 


* REG. TRADE MARK OF: 


THE MONOTYPE 


CORPORATION 


LIMITED 


55-56 Lincolns Inn Vields, London, w.c.2. Head Office & Works: Salfords, Sy 


OLYE R TELEPHONE. HOLBORN 6245/6 


Makers of the famous (810 Lineboard also manufacture 
and market pads and boards of very high quality 


PADS MADE 
UP IN 

3 QUALITIES 

TO SUIT ALL 
AGENCIES 


MANY OTHER 
TYPES OF 
LINE, MATT4& 
WASHBOARD 
AVAILABLE 


H Y Manufacturers and Marketers of Boards and Papers 
i} E TOOKS COURT - CURSITOR STREET - E-C-4 


GIANT ENLARGEMENTS 
up to 80 sq. ft. in one piece 


The Aavente Co. Ltd, Brownlow Rd 
London, W.13 EALing 2691 


MERCURY (Words of Wisdom) 
DAILY CALENDAR PADS 


with bold figures and a literary tit-bit for 
each day fitted to your trade announcement, 
will ensure a full ewelve months free 
exhibit in the best positions. You or your 
printer can obtain Mercury Pads aan 


DAILY POST PRINTERS 
WOOD STREET, LIVERPOOL 


Photography 
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in. advertising—continued from page 405 


Henry Clarke is 
considered by our 
contributor to be 
the leader of 
worth-while com- 
mercial photo- 
graphy in France 
to-day. This is an 
example of 
Clarke's work at its 
best for “Vogue.” 


in all directions pertaining to 
his profession). It is a matter 
of personal visual design, plus 
personal alertness and apprecia- 
tion. People with these quali- 
ties create trends. Photographs 
must represent to-day not the 
charm of the 19th century nor 
the gaiety of 1910, and the ad- 
vertisements to-day — should 
express to their readers to-day's 
living, be it a dress, a chair, 
a cigarette, etc. The presenta 
tion should always be alive, as 
advertising is forever moving 
with newer and newer products, 
and as direct as an arrow; but 
not, if — possible, without 
humour!” 

With absolutely no disrespect 
to the more patient plodding 
school it seems to me that in 
Henry Clarke we have a supreme 
demonstration that a true photo- 
grapher is an artist. The moment 
Clare Mallison put a_ Rolleiflex 
into his hands, he commenced 
creating superb pictures whose 
inspiration was drawn from in 
born sensitivity and feeling. and 
in no wise from a study of light- 
ing, emulsions and filters. These 
things can be learnt, but the feel- 
ing for shape. tone, texture. 
movement, .. . No. these things 
are born in the child who will 
become the man. 


Photography In Windows 
HERE is a big up-surge of 
interest in photography as a 

medium of effective display in 

window and exhibition work. 

Many leading London and pro- 

vincial stores are making use of 

large-scale enlargements with 
arresting effects. 

So great has been the increase 
in demand for big-scale enlarge- 
ments that Mattacol Ltd.. a firm 
| well known for its service in extra 
| © . + ' ’ 
| large photographic blow-ups, has 

had to transfer to much larger 


a 


premises in Camberwell New 
Road—-premises as well equipped 
as I have ever seen. 

One interesting development of 
Mattacol technique which may 
well become standard practice for 
advertisers who make consider- 
able use of poster advertising, is 
the production of one single pro- 
totype poster for viewing in situ. 
A recent example was a 16-sheet 
poster of which one copy, blown- 
up by Mattacol, hand coloured 
and posted on a King’s Cross site, 
proved an invaluable guide to the 
advertiser and his agent, both 
wishing to test its effectiveness at 
full size and at various distances 
without the risk and expense of 
full size colour printing. 

All that was involved was a 
semi-finished colour rough of the 
proposed poster, in 16-sheet pro- 
portion, on a double crown sheet 
of cartridge paper. From this, 
four copy negatives were made 
and a sectiona! enlargement pre- 
pared to 16-sheet size. Cost, ex 
clusive of colouring, was well 
under £15. Similarly, double- 
crowns have been “Mattacolled” 
from smaller colour roughs for 
trial on Underground sites 

* ” m 

NE leading fashion store has 

made the curious discovery 
that a life size photograph of a 
mode! wearing an attractive coat 
or frock has far greater attention- 
getting power than that of a 
dummy figure wearing the identi- 
cal garment. To gain maximum 
attention this same store com- 
bines the old technique and the 
new by having an_ attractive 
mode! photographed in the gar- 
ment concerned, blowing up the 
photograph to about 6 fect x 4 
feet (approximate life size), using 
the blow-up as a background and 
showing the actual garment in 
the window. This is reported to 
be a sure-fire “stopper.” 
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Spotlight on House Organs 


Heavy constumer demands 


force editors to reverse 


observes BRIAN HILTON 


TyXO their other skills certain 

industrial editors have had 
to add gymnastic agility. Up 
to last autumn they had to 
keep customers happy with 
goods in short supply. Then 
they were besought to stimu- 
late demand by re-educating 
distributors in the art of sell- 
ing, and house organs were 
cerrying articles designed to 
pep up the shopkeepers. Now 
inaustry, slightly bemused by 
the sustained high level of con- 
sumer demand and purchasing 
power, is once more having to 
excuse inability to deliver 
promptly, and house organ 
editors have made a_ crash 
change into reverse. 

Even Murphy Radio— and after 
the Coronation, too has to ex- 
plain to its retailers through 
Murphy News that delivery of 
the V214 improves very slightly 
week by week but the position ts 
far from being as we would like 
it. And this is only one example. 

* * * 


Readers may remember that 1 
reported to them the request to 
his readers by the editor of Link- 
Up (North Western Gas Board) 
for assistance in finding pictures 
of lovelies for the cover of the 
journal The July issue carried 
one. An emplovee of the Board, 
she had been an area finatist in 
the Daily Dispatch £1,000 Miss 


eT AED £2. oo RE 
ie! ee . 
ie 


- i mae 
*. 


rr 


Coronation Year Quest. And 
very nice too, 

In the July issue, however, the 
editor went further. He started 


a Summer Swim Suit Contest, 


and showed the first three of a 
series of bathing belles that will 
continue during the summer 
months. 

This editor is determined that 
he shall be read! I hope, how- 
ever, he will not forget that an 
industrial also has a serious job 
of work to do. 

* * * 

Some years ago I had a friendly 
squabble with a former editor of 
Zodiac (who is now an industrial 
editor in Rhodesia) about the 
headings in that magazine, pro- 
duced for the staff of Cable & 
Wireless. I join issue, too, with 
the present editor. His headings 
are much too heavy. Four lines 
close set in 24 pt. Falstaff are 
too much for an octavo page. All 
fat faces need plenty of white 
around them. This means, in 
magazines, short lines and few. 

¥ * * 

Bournemouth Municipal Col- 
lege Association asks me for an 
opinion of Funnel, a new student 
magazine. First let it be said 
that ! welcome student maga- 
zines, they are a sign of vitality. 
Second, | do not expect student 
magazines to be solemn, and this 
Funnel cortainly is not. Some 
of the writers have nothing to 
say, but say it amusingly; some 


"; pen sei 
ae hey et ae 


A welcome liveliness in layout, 


characterises the first issue of “Funnel,’ a new student magazine | 


with plenty of experimentation, 


from the Bournemouth Municipal College Association. 
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THE WEEKLY NEWSPAPER FOR 
WOMEN OF GOOD TASTE 


A PROVED SELLING MEDIUM 

FOR EVERYTHING OF INTEREST 

TO WOMEN 

BEAUTY + FOOD AND 
HOUSEHOLD GOODS 


TRAVEL + CHILDREN’S 
WEAR, ETC. 


DRESS - 
DRINK 
BOOKS - 


NET 76,121 


VOTE: TWO SPECIAL ISSUES 
AUTUMN NUSBER 


( HRISTMAS Nt VIBER 


October 1 


December 3 


Page Rate— 
BLACK AND Wutre £80 and £100 (f.m.) 
COLOUR - £150 


For specimen copy and county breakdown apply to 
Miss G. E. CARELESS, Advertisement Manager 
THE LADY, 39-40, Bedford St., Strand, London, W.C.2 
TEM 8705, 6, 7 
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; 
. S eed in 
z September 
It is in the month of September 
z that seaweed round the Ulster 
; coast bursts, tincturing the water 
: with iodine and freshening the air 
i with its odour. 
2 Many people take a holiday at 
a: this time. Wherever they may go 
4 in the North of Ireland the “Bel- 
E. fast News-Letter” will be found 
es on their breakfast tables, keeping 
them in touch with current events, 
and, we hope, conveying to them 
oy your latest sales message. 
: If 
: tt 
: News-L 
Established 1737 Ccws e€ er 
# More than a newspaper — BEL FAST: LONDON : 
a an teastitution. Donegall Street. 85 Fleet Street. 
\g 
. \ 
va ’ } ‘% i a 
; eho) “o , ee = 
tPF ip YOu RE ee = ae ' 
% \ me 
‘SELLING TO 
\ 
a an a 
)\ BRITAIN IN: 1)\) 
ee 
ag / P 
i Jf 
: IF YOU'RE WCGaAA-" 
The only evening paper printed and published in Somerset, = 
which for 9/- per s.c.1., gives you positive “* blanket 
. coverage of a compact cross-section of the British market 
BS Get full details from S. H. Roberts, 134 Fleet Street, London 


E.C4.; Arnold Ellis, Cromford House, Market Street, 
Manchester 4, or Head Office, 
33 Westgate Street, Bath, 
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e Spotlight on House Organs—continued from prge 407 
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The current issue of 
contributor hopes 


The 


“Cranness 


of those who have something to 
say have said it in satirical par 
ables. There is a welcome live 
liness in layout, with plenty of 
experimentation. | only hope the 
typographers will soon be able 
to afford a better quality paper 
as a canvas for their art. I hope, 
too, that the good burghers of 
Bournemouth will continue to 
support the magazine with their 
advertising. 

* # 

I trust the editor of Guinness 
Time won't have the R.S.P.C.A 
after him for including in his 
summer number a_ photograph 
of a lion cub drinking from a 
bottle of Guinness. When I give 
a boxer friend a snifter of the 
same beverage I try to conceal 
the act under the pub table 

This summer issue of Guinness 
Time bears a front cover of rustic 
design and in a_ versifying 
fashion extols the product in 
terms of its ability to provide the 
strength for bowls. 

* * +. 

Do you agree with the editor 
of The Permanent Light, maga 
zine of the Leeds Permanent 
Building Society? He reports re 
ceiving complaints that the spring 
issue was not sufficiently illus 
trated, and hopes that the critics 
will find the summer issue more 
to their liking. He goes on, how- 


UINNESS TIME 


suMME 


Time” 
will not bring down 
front cover continues the now 


1953 


contains a feature which our 
wrath from the R.S.P.C.A, 
widespread trend of versifying. 


ever, to refer to a talk given to 
the B.ALLE. by Derrick Knight, 
chief photographer at Shell, who 
advocated the photo essay as a 
medium in its own right. 

“The photo essay is a series of 
photographs with captions, the 
written word being secondary,” 
says the editor of Permanent 
Light, adding, “I hone it will be 
a long time before the Permanent 
Light reaches that stage, or that 
its readers become so retrograde 
as to demand it.” 


Come, come, Mr. — editor 
Canute! | would be the last to 
suggest that the photo essay 
should or could displace all 


Other journalistic forms, but for 
certain purposes surely it has 
proved itself a valuable addition 
to the journalist’s armoury? 
’ ¥ 

Four very useful pages in Spero 
Magazine (Richard Haworth & 
Co. (Holdings) Ltd.) are devoted 
to a detailed explanation of a 
new suggestion scheme. Em- 
plovees are left in no doubt about 
the kind of suggestions that are 
wanted, how to put them up, 
what they will be paid for them. 


and (most important) how they 
are protected against their ideas 
being pirated 

This is good brass tacks: 


readers now know exactly where 
they stand. 
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Paper and its uses 7 


409 


Speciality papers tor 
waterproof packaging 


Great strides have been made in the development of 
efficient waterproof papers and substantial emounts con- 


tinue to be spent upon relevant research. 


Continuing his 


series of articles OUR PAPER TRADE CORRES- 
PONDENT reviews some of the progress made in this 


field. 


He draws attention to the fact that wet strength in 


paper is now achieved without any deterioration in dry 


Strength. 


In the form of bags and liners waterproot 


wrappings give effective protection from unfavourable 
climatic conditions and other hazards to which exports 
may be exposed In transit. 


APER is a most versatile 

materia! and new forms 
and applications are constantly 
being evolved. Many of these 
newer forms are related to the 
growth of the packaging indus- 
try, and paper in conjunction 
with plastics is providing a 
whole new range of attractive 
packs in which protection and 
sales appeal are effectively 
blended. 

This article takes a brief look 
at some of the speciality papers, 
old and new, available to the 
printer and packager, although 
this is so wide a field that only a 
few can be mentioned. Specially 
treated papers are useful to the 
printer in the production of dis- 
tinctive effects. Varnishing, as 
commonly employed jin litho 
work, is best done on a_hard- 
sized paper. This is necessary 
because a soft-sized paper will 
allow the varnishing to penetrate 
the sheet, thus spoiling the 
printed work Varnishing is a 
useful means of improving the 
appearance and usefulness of 
much printed work 


Waterproof packaging 


Another 
which great 


field) in 
progress has been 
made in recent years is water 
proofing. Wartime packaging 
needs led to much research de- 
signed to produce papers with 
greater resistance to extremes of 
climatic conditions. Waterproof 
wrappings are employed for 
merchandise packing in many 
branches of industry. In the form 
of bags and liners they afford 
protection both in transit and 
store from excessively humid 
conditions, corrosion, salt, fungus 
growths and other hazards to 
which goods sent overseas are 
often exposed. They have proved 
an acceptable substitute for 
wooden cases, particularly where 
the goods are to be dispatched to 
a damp or tropical climate. 

Pure sulphate kraft commonly 
forms the basis of waterproof 
wrappings and the best grades 
when reinforced or laminated are 


speciality 


made into liners cut to special 
sizes to fit packing cases, a 
variety of bags of many shapes 


and sizes and multi-wall sacks of 
great strength for packaging 
articles such as cement, chemicals, 


fertilisers, and similar commodi 
lies. 

These waterproof wrappings 
owe much of their effectiveness 
to modern methods of sealing and 
closure. Heat-sealing has made 
great progress in recent years and 
used in conjunction with high 
speed packaging machinery, has 
effected an important contribu- 
tion to efficient packaging. 

Some waterproofing elements 
are added jin the actual manufac 
ture of the paper at the beater 
stage. Such is the case with bitu 
men emulsions and similar addi 
tives and this process confers 
waterproof properties on indivi 
dual fibres throughout the sheet 
For some purposes this type of 
waterproofed wrapping is pre- 
ferred to the combined or lami 
nated product, but each type has 
tried and tested applications. 

In another type of waterproof 
wrappings, sisal, bitumen and 
high grade kraft are used to pro 
duce a wrapping widely employed 
to despatch delicate instruments 
and machinery to humid climates 

this is the well-known sisal 
kraft, a six-ply construction 
offering great strength, as well as 
waterproof and = wear-resistance 


Wet strength papers 


Wet strength papers have made 
great strides in recent years and 
substantial amounts are now be 
ing spent On research in this field 
This type of paper was evolved 
during the war for charts and 
maps which in military opera 
tions might well have to be con 
sulted in wet and exposed condi 


tions and yet must remain legible | 


and usable. Melamine and other 
resins used to produce high 
wet streneth and are usually 
added to the paper at the beater 
Stage. Wet strength is now 
achieved without any deteriora 
tion of dry strength and it is a 
field in which great progress will 
be made in future years. A shop- 
ping bag which does not become 


ire 


soggy and limn when wet is 
obvious!y going to be a boon to 
the housewife in a climate like 
ours 
These speciality papers and | 
wrappings can usually be 
printed with a trade mark, 


slogan or other identification 
mark and can thus play their 
the manufacturer's sell- 
campaign, 


part in 
ing 
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W. S. Cowell Ltd 


designers, printers and lithographers 


are pleased to announce that 
Margaret Sereeney 


has now joined them as 


chief designer 


Trained at the Willesden and Chelsea Art Schools under Graham 


Sutherland and Henry Moore, she evacuated to Reading University, 


and worked with Robert Gibbings, obtaming the Special Book 


Production | uploma 


After a vear at that excellent agency Lintas Ltd, with W. I 
M.O.L. ull the end of the war 


Berry, 


she was for four years at th 


a wide 


CXperk nee. 


After a further year at Lintas she went as PLA. to Arpad Elter, the 


I] known for its interest in, and use of, 
Colman, Prentis & Varley 


Art Director at an agen 


rent vd AY Sich in adverts i 


and soon 


had a group of her own tl 


being responsible for the schemes of 
is Shell, BUBLA., and Lever Brothers 

of John Lewis, with whom we part 
She 1 ng 
the least inhibited by her 1 


well-known advertisers, 


Now she comes to us in 


with vreat reyrct . enthusiastic , Cheryctic, and notin 


}™ richie 


Margaret Sweeney will direct our Design Service both in Ipswa hand 


in London. Together Wwe \| 


continue to progress in the realms of 


Graphic Art and Design, 


ind wall be glad to co-operate in interesting 


projects, large and small 


7 &. Cowell Ltd 
The Butter Market, Ipswich 


23 Percy Street, London 
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COMMERCIAL ARTISTS’ PORTFOLIO 


SEPTEMBER 3, 1953 


Unequalled in Kent 


9 Newspapers 
| Order 

3 Stereos 

1 Account 


= 4 18,1 2 § eniiuapiten Sales 
Associated Kent Newspapers 


Accounts Office _ 
30 High Street, Chatham (Chatham 2213) 
Advertisement Representatives 
E. W. Player, Led., 30 Fleet Street, E.C.4 
(Central 2786) 


ORN in Poland 42 years 

ago, Willy Szomanski 
graduated at the Academy of 
Arts, Warsaw, where he won 
the first prize of his year for 
poster work. He _ studied 
architecture at Lemberg, was 
one of the first commercial 
artists to experiment with the 
three-dimensional poster and 
designed exhibition stands in 
Paris. These many studies and 
experiences are behind the 


195 SLOAWE ST. LONDON SWI 


KENNEDY PRESS LTD - 
50 TEMPLE CHAMBERS 


TEMPLE AVENUE 


LOCAL 


CHRONICLE © 


Authoritative! READ by the men who matter in the 
attractive Local Government Markets. 

21-22 GROSVENOR STREET, LONDON, W.|!. 

(G) F.W.S 


The Conrad Press Ltd 


31 KING ST WEST » MANCHESTER 3 
LONDON EC, 


GOVERNMENT 


adaptability that is the essence 
of his display work. 
He does not specialise but is 


| 


# 


One of the first commercial artists 


to experiment with 3-D styles, 
Szomanski used this technique in 
a circus poster. 


equally cunning in all the forms 
and materials of commercial art. 
In varying degrees his work 
combines the craftsmanship of 
the painter, sculptor and architect, 

He was awarded the D.P.S.P.A. 
Holstius Cup for his B.O.AC. 


cavehepsentent 


4 
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| Widely known for his effective 
| the above for a window in the 


SZOMANSKI 


B.E.A. 

Berlin offices. 
Telephone GROsvenor 7452-3-4 | first duty of display work is to sell he affirms that the message dictates 
the form of presentation, 


as 


display unit in 1951 and in that 
year and in 1953 also he won the 
bronze medal in America’s 
“Display World” contest. 

During the war he served with 
the Allred forces in this country 
and in Italy. Demobbed in 1946 
he set up his studio in London 
as he says “with a paint brish, 
a battle dress and £80 gratuity.” 

Szomanski’s work is reminis- 
cent of the three-dimensional 
poster. This dramatic, almost 
theatrical, atmosphere soon 
gained him _ recognition. A 
F.R.S.A. and M.S.LA., in the last 
five years he has been commis- 
sioned by leading national adver- 
tisers and exhibitors, including 
British European Airways, British 


Overseas Airways, LC... The 
Swiss Tourist Office, J. Arthur 
Rank Organisation, Odhams 
Press, Butlins Camps, and the 


Festival of Britain. He is display 


and exhibition adviser to the 
Cyprus Government. 
Although widely known 


through his’ B.E.A. window dis- 
plays in travel agents, his most 
popular piece was the wire sculp- 
ture piece “Man” produced in 
collaboration with S. Niczewski 
for the Festival of Britain exhibi- 
tion ship “Campania.” 

He is adamant that the first 
duty of display work is to sell 


and he fulfils this through the 
medium of surprising and un- 
expected forms. He does not 


believe in a modern or an old- 
fashioned style. The message dic- 
tates the form, 


displays Szomanski designed 
Convinced that the 
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Book 


sales increase with 


imaginative displays 


Hew to ensure high sales 

of books about the last 
war years after it had ended? 
That is a serious problem fac- 
ing publishers. Public fatigue 
concerning stories about the 
war is natural enough and was 
always expected, yet Evans 
Bros., Ltd., have brought out 
several such volumes and 
achieved best-selling sales 
figures with them. 

Although these books have had 
an intrinsic merit their spectacu- 
lar sales are attributed by Evans 
very largely to the extensive ad- 
vertising and publicity arrange- 
ments they have made for each 
one. Striking window displays 
have had a big part to play in 
the overal] advertising scheme. 

Model dams with a platform 
at each side for a copy of the 
book was how they launched The 
Dam Busters, by Paul Brickhill, 
on to the market. Sales have 
passed the 100,000 mark. 

In the case of Escape—-or Die, 
again by Paul Brickhill, and / 
Flew For The Fiihrer, by Heinz 
Knoke, special three-dimensionai 
showcards were designed, Leaf- 
lets and window strips were avail- 
able for all the books, and a 
large number of window displays 
all over the country were ar- 
ranged, either direct or through 
Evans’ representatives. In each 
case extensive press advertising 
supported the bookshop displays. 

The value of these window 
shows has been proved by the 
repeat orders which have been 
placed. in the case of J Flew For 
The Fiihrer a well-known Earls 
Court shop has reckoned their 


Large fluffy white rabbits were 

specially made to promote sales 

of “The White Rabbit’ and 
75,000 copies were sold. 


sales at about eight times what 
they would have been had no 
such display been arranged. A 
busy stores in the Strand saw 
their sales rise sharply immedi- 
ately they put the display piece 
in the window, 

Typographical jackets, where 
the title tells at a glance the sub- 
ject of the book, are, in the 
opinion of Evans, just as effective 
as the pictorial sort. For instance, 
The Dam Busters and The White 
Rabbit were, — typographically 
speaking. sufficiently striking titles 
to stand on their own. Moreover, 
it could be argued that the 
dramatic effect of a window dis- 
play is heightened by the contrast 
of illustrations. 


Christmas Issue 


ad 


ADVERTISER'S WEEKLY 


The 


ty 


will celebrate 


“50 YEARS 


of powered flight” 


POP AP oN 


The almost incredible ad- 
vances made by the Aircraft 
Industry during the past 50 
years will certainly be reflected 
in an enormous increase in 
readership of the Christmas 
Issue of the R.A.F. FLYING 
REVIEW, in which Aviation’s 
amazing developments will be 
fully featured. 


Thousands upon thousands 
of aviation-minded moderns 
will revel in this” special 
issue and present advertisers 
throughout the whole men’s 
consumer goods range with an 


lying Review 


unrivalled field of appeal. Air- 
craft firms too, will want to 
associate themselves and their 
achievements with this great 
Jubilee tssue. 


go Reserve space NOW 


The picture on the 
jacket of “Il Flew 
For The Fiihrer’ 
lent itself very well 
to three’ dimen- 
sional display treat- 
ment. It also sug- 
gested the idea of 
the mock iron cross 
and model aero- 
plane which were 
part of an Earls 
Court shop window 
presentation. The 


model Messer- ; 


Christmas Issue 


Flying Review 


“The popular macuzine with the BIGGEST 
SALES in the ae ronautical field = 
180 FLEET ST., NDON, E.C.4. CHAncery 8844 
eee ee eee ee 


schmidt was made 
to scale by one of 
the shop assistants 
who is an aircraft 
recognition expert. 
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some lively 
All in a 
reds” 


September. 
Sixes galore! 
the game 

exciting “ 


Bridge 


PTTTTTTUTUULPLUL ERLE UELCLL LLC CL 


SU UVNVNUVAN TU TTU ATO T TUTTO TTT 


Re-bury Your 
Grandmother 
on Sept. 9th 


@ Take the day off and come and see 

cricket 
good cause 
cricket match for NABS at the 
Hurlingham Ground, Wednesday, 9th 


Boundaries ad. lib. 

you'll 

test of the season.” 

Fasy to Reach (2 minutes from Putney 

Station, 

Admission Free (a// Scotsmen welcome 
—and bring your friends). 


Cricket begins at 11 o'clock (Pluvious 
Luncheon available 


(with liquor to taste). 


Roll up (with your cheque book) for 
the auction at 6.30 p.m. 


Make it a great day's outing and 
an all-time record for NABS 


POUL eC oe 


THE 


HOME COUNTIES 
NEWSPAPERS GROUP 


of eleven individual local 
newspapers, survey the 
populous and prosperous 
area of 1,000 square miles 
in Beds, Herts and Bucks 
with a weekly A.B.C. net 


sale of 


130,595 


* * * 
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Represented in London by 
WILL KITCHEN, Jr. LTD. 
131 Fleet Street, EC.4 Central 1960 
Head Office LUTON Phone 5050 
Advertisement Manager Claude W. Gilder 


TRADE 
FLAT 
RATE 


: sik 
INCH 


at Hurlingham. 
“The Two 


vote the most 


District Line). 


permitting) 
on the ground 
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The Junior Reporter 
and the Baby’s Bib 


The Medical Officer for Newark, 
N.J., phoned that he had a good 
story for the British. As the young- 
est reporter on the ‘Evening 
News "’ | was sent. Dramatically he 
laid before me a baby's bib on which 
was printed boldly, Don’t kiss me, | 
don't want to be sick. 


Crude? Horribly. But in its way 
as compelling as your own skilfully 
written copy for British family 
people ; and in its way as sincere and 
right as CHILDHOOD PARENTS'* 
editorial for those same family folk. 


So we all werk for the family—you 
(the advertiser), we (CHILDHOOD/ 
PARENTS) and the M.O. for 
Newark, NJ. But as he is no longer 
with us, you and we will just have to 
manage together. 

Harold Lewis 


*To be called PARENTS from 
January Ist, 1954, onwards. 
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LEWIS PUBLICATIONS LTD. 


149 Fleet Street, London, E.C.4 
Central 9951 


tr 


Outside London 


Ideas are 


ee of advice on 
how to. advertise their 
goods etfectively are proffered 
to retailers in many trade jour- 
nals. And the advertisement 
departments of — provincial 
newspapers are getting the 
back wash. 

. In stumps the local grocer, with 
his idea of a punchy head-line 
scribbled on a sugar-bag; ther 
comes the radio man, with the 
bright suggestion of having his 
copy set to look like a valve. ... 
They have gleaned half an idea 
from “helpful hint” articles in the 
trade press. The writers of these 
are often prosy. Perhaps that is 
why they seldom offer the 
simplest bit of advice: “Ask the 
advertisement department of the 
local newspaper to help 
phrase and illustrate your adver 
tisements.” 

Despite the back wash, the 
provincial press should welcome 
the welter of advice to which 
retailers are being subjected It 
helps to make them advertising 
conscious, at all events. Better 
to canvass a man who has some 
ideas about advertising, even if 
they are second hand, than one 
who is completely disinterested. 

Meanwhile I award this week’s 
booby prize to an expert writing 
in a well-known trade paper who 
advises his readers: “Change 
your layout each week.” 

# , 4 

IDEAS may be two a penny, 
I consider the following 
consideration : 

@ The Birmingham Post pub- 

lishes a list of holiday resorts, 

in alphabetical order, where 
their journal arrives in time 
for first delivery to Midlanders 
on holiday, Other towns are 
listed with later arrival times. 

@lhe Banbury Advertiser is 

running a holiday photo snap- 

shot competition. 


@ The Devon and Somerset 
News is offering a cup to the 
iocal football team which 
scores most goals in the com 
ing season, 

@ “Where making fun is in- 
dustry No. 1” was the banner 
headline for a composite page 
in the Southport Journal 
which featured “Pleasureland” 
with supporting advertisements 
from “Slot-em,” “The Skate,” 
“The Cup Smashers” and 
other fairground attractions. 
@ The Wellington Journal and 
Shrewsbury News ran a full 
page, supported by advertise- 
ments from the main and sub- 
contractors when Wellington 
Rural District Council opened 
their 2,000th house. 

@ “if there is something about 
someone you know in. this 
week's issue —you tell them!” 


you 


but 
merit 
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twoa penny 


by WILTON EVAN 


Cut “i 
hoauilfelf 


PAT SULLIVAN 


Pat Sullivan, 
Twickenham, 


beauty queen of 

and receptionist at 

duver & Turner Lid., appears in 

this agency's Britvic advertisement 

in the “Surrey Comet,” a good 

example of “cashing in” on a local 
personality. 


is &@ promotion message in the 
Manchester City News, 
a display advertisement. 


@ “Pass 


set as 


this copy on to a 
friend; they will soon order 
their own” is the way the 
Blackburn Times say it, in 
their personal column. 

‘ # 

Few Local 
have raised 
deserving 
dale Observer has 
the past 20 years, Readers con 
tributed more than £20,000 to a 
cigarette fund during the war for 
local men and women in the 
Forces. In a few weeks £12,500 
was raised for a Spitfire Fund 
launched during the Battle of 
Britain. A Shilling Fund was 
opened so that the town could 
have a portrait of Gracie Fields, 
and readers contributed £752. 

Recently a man’s body was re- 
covered from the air shaft of a 
disused coal mine in the district, 
and the Observer called for 
“some recognition of those who 
took part in this dangerous and 
unpleasant task.” Within a week 
readers had contributed £151, 

“Figures like these are to us an 
immense source of pride because 
they prove the confidence of our 
readers in the Observer and the 
close bond which exists between 
us and them,” states this journal. 
“They are at the same time some- 
what terrifving inasmuch as they 
impose on us a great responsi- 
bility that we should only invoke 
our readers’ support in a really 
worth-while cause.” 


newspapers 
as much 
causes As 


can 
money for 
the Roch- 
done during 
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Do’s and don’ts about 3-D_ 


ADVERTISER'S WEEKLY 


THE BIG THREE 
IN LONDON! ! 


films for advertising 


By R. HOWARD CRICKS, 
Director, Export Development 
Productions Ltd. 


HE first) advertising film 

made in colour and stereos- 
copy (1 refer, of course, to the 
admirable Capstan Cigarettes 
film, in Ferraniacolour, made 
by Stereo-Techniques for 
Theatre Publicity Ltd.) has set 
a very high standard and 
attracted wide attention. It will 
doubtless be the first of many. 
Some observations on the pro- 
duction and showing of such 
films may therefore be topical 
and of value to advertisers. 


The principles long known 


Stereo films have appealed to 
the general public as something 
new in the world of entertain- 
ment. But there is nothing new 
in their principle-—-they could 
have been made and shown at 
any time during the past twenty 
years. Indeed, before the war 
| wrote an article urging that 
makers of advertising films 
should consider this medium. 

The principal of the stereo 
film is basically no different from 
that of the stereoscopes which 
adorned Victorian drawing- 
rooms. Two pictures are pro- 
jected upon the cinema screen, 
and by means of Polaroid spec- 
tacles each eye sees only the pic- 
ture intended for it. 

Although the lay press has 
applied the term 3-D indiscrimin- 
ately to stereo and to wide-screen 
systems, such as Cinerama and 
CinemaScope, neither of these 
gives stereoscopy. ‘The latter 


Solid, respectable, and the right 
approach to a conservative but 
important industry. 


THE LINEN TRADE CIRCULAR 
(NOW IN ITS 10/st YEAR) 


Carries more advertising than ever 
before, but ix greedy enough to want 
a bit more. 


CARTER PUBLICATIONS 
2 MARCUS WARD ST., BELFAST 


HENDON 
BILLPOSTING 
COMPANY 


Baa sing Ton C1887? 


37 SPRING STREET w. 2. 


may eventually become a medium 
for publicity films, but this is in 
the future 

In considering the applications 
of stereo films to publicity, we 
must differentiate between 
outlets. So far all stereo films 
shown in 
jected from two separate prints, 


needing coupled projectors. A | 
has certainly | 
demonstrated, but at the | 


single-film 
been 
time of writing is not in use. 
Therefore any production  in- 
tended for cinema distribution 
must be photographed on a 
special twin-film 35 mm. camera. 

In the 16 mm. field the prob- 
lem is immensely simplified by 
the availability of a complete 
single-film system. on which a 
number of short films have been 
produced. and which has been 
responsible for quite a number 
of showings during past years 

So we come to the first hurdle 
in stereo film production. While 
flat films can be shot in 35 mm. 
and either projected from 35 mm. 
prints or reduced to 16 mm., so 
far stereo films need to be shot in 
the gauge in which they are to be 
projected. This may be regarded 
as only a temporary difficulty. 
for if the demand arose it would 
be perfectly possible to print a 
single 16 mm. film from a pair 
cf 35 mm. films. But the diffi- 
culty must be borne in mind at 
the moment. 

The value of colour to the ad- 
vertising film needs no stressing: 
but to the stereo film it is in my 
view virtually essential. A stereo 
film in black-and-white lacks an 
important point of appeal—every 
sien we take towards greater 
realism creates fresh demands for 
realism in other directions. Since 
35 mm. needs two separate 
prints, the combination of stereo 
and colour means a very sub- 
stantia! increase in outlay. 


system 


How to prevent eve-strain 


two | 


the cinema are pro- | 


Success in every campaign through 


THE BIG THREE 
WEEKLY HERALDS 


North London’s 
Foremost Advertising Medium 


Tottenham & Edmonton Weekly Herald (est. 1860) 
Wood Green, Southgate & Palmers Green Weekly Herald 
fest. 1860) 

Priticld Weekly Herald 


Covering the thriving and busy districts of 
Tottenham - Edmonton - Wood Green - Harringay 
Southgate Palmers Green’ Bowes Park: Winchmore 

Hill and Enfield 


Net Sales 


44,461 


certified by A.B.C. 


d. 
per single | 7/6 column inch 


Rate Card and specimen copies gladly supplied 


THE BIG THREE WEEKLY HERALDS 


825-7 HIGH ROAD, TOTTENHAM, N.17 
Tottenham 3221 (4 lines) 


Let me utter a word of warn- 
ing. We have seen that the pro- 
cess is capable of many stunts, 
such as lions jumping into one’s 
lap, and surgical implements 
probing towards one. But these 


for two reasons: psychologically 
that they will quickly cease to 
appeal. physiologically that 


| give rise to eye-strain. 


film, think not of what stunts you 
can put over, 


value of your film 
(Continued on page 416) 


stunts should be used sparingly. | 


except in very small doses they | 
| So when you plan your 3-D | 


but of how the | 
third dimension can enhance the | 


A.B.C. 23,213 


The 
Largest circulation 


CANINE MAGAZINE | Berlingske 
DOGS’ BULLETIN Tidende 


o 
Exclusively represented by 


Advertising 
JOSHUA B. POWERS LID. 


Tel: CITy 6906 


It creates a | 


231 Strand, W.C.2 
14 Cockspur Stree? London, $.W.1 
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ADVERTISER’S WEEKLY 


NEWS 
FLASHES 


The growth of the metal- 
working market in Canada 
demands an increase in the cir- 
culation of Canadian Machinery 
and Manufacturing News accord- 
ing to the publishers, Maclean 
Hunter Publishing Company Ltd. 
Since 1950 imports of machine 
tools to Canada have risen by 
more than 177 per cent. This 
has been caused by the greater 
demand from _— old-established 
firms and also by the large influx 
of new industry to Canada, Per- 
centage increase in imports relat- 
ing to the metalworking field for 
the first two months of this year 
have been given as: 
United States 44:5 
United Kingdom 37-0 
Other countries 147-0 
In order to keep pace with this 
expansion Canadian Machinery 
decided to increase its circulation 
by some 1,500 copies with the 
August issue. This brings the 
monthly press run to 6,800 copies. 
Advertising rates have also been 
increased. 
. 


- * 
Sponsored biennally by the 
Canadian Institute of Power 
Engineers the Naticnal Power 


Show will take place from Octo 
ber 19-22. The officiai organ of 
the Institute. Canadian Power 
Engineer, will publish a special 
“Spotlight Issue.” 


Turkey 


A record number of foreign 
countries are represented at the 
International Fair at Izmir now 
in progress One of the chief 
commercial and tourist events of 
the eastern Mediterranean, special 
reductions are made to visitors 
travelling on Turkish shipping 
lines and on the State Railways 

The Ministry of Economy and 
Commerce have opened a special 
information office at the fair to 
provide answers to all inquiries 


concerning Turkish trade and 
economy 

Israel 

—____—- 


The first international exhibi- 
tion to take place in Israef since 
the formation of the State in May 
1948 will be held in Jerusalem 
from September 22 to October 
14. Title of the exhibition will 
be “Conquest of the Desert” and 
the commercial — section — will 


Advertising and selling problem 
in Switzerland? 


Publicitas is the leading and largest advertising agency 
with 50 branch offices. General information and exact 
estimates are supplied free and without obligation to you 

Write to our fully equipped Foreign Department, Lausanne, 
3 Avenue Benjamin-Constant. 


with engineering boom 


demonstrate the use of a wide 
variety of materials and imple- 
ments currently being employed 
in land reclamation, road build- 
ing, transport, etc, 

Simultaneously with the exhibi- 
tion will be an “Israc! Industries 
Fair” in which the country’s 
manufactured products will be 
on show. These will include 
items from new industries such as 
mining, plastics, pencils, tyres 
and chemicals. 


Pakistan 


Four valuable pointers for 
exporters to Pakistan have been 
given in the Anglo-Pakistan 
Trade Post: 

1. Study and work with and 
from specialised kinds of ad- 
vertising in Pakistan, remem- 
bering there are those who 
would like vour goods who 
don’t speak English 

. Deal directly. “Demonstra 
tion” is the key to sales. 
.Don’t base your knowledge 
of the market on hearsay. 
Market research in Pakistan 
is difficult and highly special- 
ised, but the rewards are 
great for those who explore 
trade possibilities with 
patience and commonsense. 
In order to save money and 
broken promises study the 
geography of the land. Bear 
in mind that the main ports 
of Karachi and Chittagong 
are 1.000 miles apart 


South Africa 


A call for tenders has been 
issued by the Provincial Adminis- 
tration of the Cape of Good 
Hope for a supply of modelling 
clay, cravons and printers ink. 

_A statement from the Board of 
Trade has drawn attention to the 
fact that the South African 
Import Control! will not issue an 
import permit if there is any pos- 
sibility of obtaining the goods 
required locally, cither of local 
manufacture or of overseas manu- 
facture ex-locally held stocks 
Where invitations to tender are 
extended overseas, the issue of 
an import permit will be con- 
sidered, but will not be auto- 
matically granted 

If an overseas firm is success 
ful, the import permit will be 
issued, but if a local offer is made. 
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Canadian trade press expands 


it can be accepted without com- 
mitting the administration to the 
issue of replacement permits. 

* * rT 


The number of listeners 
licences on April 30 was 632.827 
according to the South African 
Broadcasting Corporation. This 
represents a gain of 15,054 on 
the figures published for Decem 
ber last. The number of licences 
issued for Transvaal has been 
given as 272.276; Cape Province 
216,715; Natal 82.585; Orange 
Free State (including a portion of 
the Northern Cape Province) 
§9.591. 

The Protectorates of Basuto- 
land, Bechuanaland and Swazi- 
land together account for 1,660 
licences. 

¥ « 

Previously published monthly 
the Swaziland newspaper Izwi 
Lama Swazi is now being pub- 
lished every Saturday. Language 
is mainly Zulu, with some 
English, 


. Nyasaland 


A new native weekly newspaper 
for Nyasaland, Bwalo La Nvasa- 
land, is being published by Bantu 
Press (Pty.) Ltd Published in 
English. Chinyanga and Timbuka 
the project has been under- 
taken at the request of the Nvasa- 
land Government. 


Gold Coast 


After a lapse. the Gold Coast 
Businessman has resumed publi- 
cation with new rates. 


U.S.A. 


In a preliminary campaign to 
merchandise the new Norge 
Time-Line automatic drver, the 
Norge Division, Borg-Warner 
Corporation, are using “preferred 
customer” certificates 

These certificates will give 
priority on nurchase of the drver 
to owners of the companion 
Time-Line automatic washer 
Distributors are to send the cer- 
tificates with a personalised 
letter briefly covering the drver’s 
features, plus an illustrated fiver 
The name of the customer and 
the name of the dealer who sold 
the Time-Line washer is being 
filled in on the certificate 

The new dryer has a specially 
designed drving action. operates 


PLES 
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To merchandise the first supplies 
of a new automatic clothes dryer, 
the Norge Division Borg-Warner 
Corporation are using “preferred 
customer’ certificates. 


with room temperature air or 

heated air, and can handle articles 

ranging from nylons, pillows, 

stuffed toys, through to rough 

shag rugs. 
* * * 

To promote the “Laundry 
Maid” automatic washer and 
clothes dryer, also made by the 
corporation, more than a million 
dollars will be spent during Sep- 
tember, October, and November 
When dealer and distributor ex- 
penditures are added the overal] 
three-month promotion cost is 
expected to approach two million 
dollars. 

Local promotion activities will 
be helped by the giving away of 
a plastic “Laundry Maids” apron 
to build maximum store traffic. 

Included with the apron in the 
campaign kit offered to dealers 
is a campaign plan book, check 
list, newspaper mats, radio spot 
scripts, window streamers, a local 
publicity kit, a dryer sales train- 
ing booklet, product digests for 
washer and dryer, specification 
sheets, pick-up folders, ad. re- 
prints, and layouts for suggested 
floor and window displays. 

The corporation will also pro- 
vide dealers with television film 
spots, colour film trailers, direct 
mail materials, motion displays, 
and 24-sheet outdoor posters 


Germany 


Subscriptions and 
ments for Das  Ejisenhdndler- 
Fachblatt may be placed now 
with the Publishing & Distribut- 
ing Co., Ltd. The journal is pub- 
lished twice monthly and is con- 
cerned with the retail, wholesale. 
and manufacturing sections of 
the following hardware groups: 
iron and steel goods, tools, 
cookers and _— stoves, fittings. 
household and kitchen utensils, 
ceramics, glass and porcelain, 
electrical products and farming 
implements. 
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CLEAR THINKING ABOUT EXPORT ADVERTISING 


No. 4. No random harvest of day-to-day developments, while an impending. trade 
agreement might well justify an increase in the overall 
allocation of copies to the country affected. Newly registered 
companies are also reached by MACHINERY LLOYD, for 
they often provide the type of new business which cannot 


As many will know, it is not possible to buy single copies of 


MACHINERY LLOYD from bookstalls 


Of course, we do accept annual subscriptions, but it is a tirm be obtained through ordinary advertising channels. 


rule of ours to reserve at least two-thirds of our print order And how well the flexibility of this method of distribution 
for free dispatch to companies selected by ourselves. ‘That suits the changing pattern of trade abroad! At any time, the 
these companies are very well placed to buy the products of tlow of copies can be stermmed to avoid waste, or increased 
our advertisers is by no means coincidental, but one of the to take full advantage of the favourable moment 
many ressons why we follow such sn umeusl policy. Unuensl, Furthermore, the whole of our planned and very sclective 
that is, for a British technical journal, although variations of circulation is supported by determined correspondence and 
this system can be encountered in other exporting countries. constructive service, with this result: during 1952 we 
Now, as certified by the Audit Bureau ot Circulations, the established, through our “Business Opportunities” section 
circulation figure for each of the two editions is 12,000 


copies fortnightly. ‘The OVERSEAS EDITION serves the 
Countries of the Commonwealth and the British Colonies, 


alone, 34,615 introductions between buyer and seller. 
Business on this scale is one of the reasons why the wise 
manufacturer places MACHINERY LLOYD at the head of 


tr 5 l ‘a, the Unit Stat g ; 
Central and South America, the ed ates, and the his export advertising schedule and then (and only then) 


Middle and Far East, while the KUROPEAN EDITION— as 
well as providing 4,000 copies for Great Britain—-covers 


every country on the Continent, Turkey, and the French and = id 

Belgian ov . ion Tf you would like to know more about MACHINERY LLOYD, 
.s a overseas posscssions. 

. : write or phone for a free copy of our booklet and specimen copies of 


looks for the journal with specialised interests in cither tradk 


or territory. 


Clearly, this is world coverage but- just a moment —we have ; _ 
i : - : the journal 
in our address material the names of over 120,000 companies 

and each is a buyer of engineering equipment. How, then, 


to reach them all ? ay 

The answer to this lies in rota-mailing. very firm is classified Ms CHINERY 
‘ . a‘ > 

according to buying capacity (and the value of the country : 


as an export market) to determine the number of free copies ee ee 


which each will receive during a year. Our system is entirely 


flexible, for individual classifications are altered in the light 6 Cavendish Place - London W.1 + Lan 4204 


r 
,~ 


5 e 
But look - theres © Ww another place to fill! 


If the job 
you’re discussing 
involves the use of paper, . 
invite / 
Spicers paper consultant along 
Not only will he 
help you to avoid 
the pitfall 
he will suggest new way 
of putting paper to worl 
that will give 
the job 


an even greater impact 


speak to Gas 


Telephone: CENTRAL 4211 


19 New Bridge St., London EC, 
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® 3-D Films for Advertising 


(Continued from page 413) 


fresh intimacy between actor and 
audience; it shows goods and 
packages in the round; it imparts 
new realism to everyday people 
and things. It would certainly 
do something for stocking adver- 
tisements! 

Experience shows two major 
differences between the two 
gauges of film. The effect of the 
third dimension is naturally more 
striking on a large screen; but 
the production — standards 
demanded are much higher. For 
a 16 mm. film you can quite 
safely select an experienced pro- 
duction unit, get them to fit a 
stereo attachment on_ their 
camera, and start shooting. But 
for 35 mm. production a stereo 
consultant is an essential member 
of the production unit. 


Avoid abrupt photographic 
changes 


First he will study the script to 
make sure that no undue de- 
mands are made upon the eyes 
ef the viewers. If a scene con- 
tains excessive depth—say a 
person in extreme close-up 
against a distant background 
the eyes will probably be unable 
to fuse the two planes. If the 
action suddenly jumps from long- 
shot or mid-shot to close-up, the 
eyes are required to make an 
abrupt adjustment. Faults such 
as these give rise to eye-strain, 
although in a short advertising 
film that aspect need not be too 
much stressed. 

Lighting needs to be much 
flatter than for normal filming— 
indeed a stereo film shown flat 
(that is to say, with one picture 
only projected) appears very 
poorly photographed. 


High skill needed for 


projection 


Coming to projection, for 
16 mm. stereo film the projector 
simply needs an optical attach- 
ment. A special type of screen 
is necessary, and there is, of 
course, the problem of distribut- 
ing spectacles, collecting and 
sterilising them after the show 
(perhaps I should first have men- 
tioned the problem of securing 
the spectacles, which are in short 
supply!). 

But the projection of 35 mm. 
stereo films with coupled projec- 
tors demands a very high stan- 
dard of skill on the part of the 
projectionist. The two pictures 
must be exactly ‘balanced for 
brightness, they must be in cor- 
rect focus (not easy to ensure 
when one picture is projected on 
top of the other) and correctly 
racked. 

From my experience at one or 
two shows, I would suggest that 
before a_ stereo showing is 
beoked at a cinema, some steps 
should be taken to ensure that 
the film will be correctly shown. 


SUPASIGNS 


42, WOXTON $Q., LONDON, M/. 
CLE. 2354 


"Chan 
SIty 


SCREEN 
PRINTING 


‘ 
W.C.RAY MENT 


RAYSIGN WORKS 
DURHAM ROAD. LONDOW.N.? 


_ AR CHwary asesae 


A. H. 


PRINT 
PROCESSES 


SEE THE JOB THROUGH 


From Studio to Camera 
to Press—on the 
Premises. 


Speed and Efficiency in 
Silk Screen Printing and 
Display Making 
Telephone : 

SHOreditch 5641-5 


1246 HOXTON STREET 
LONDON, N.! 


FOR QUALITY 
SILK- SCREEN PRINTING 
AND PROMPT DELIVERY 


14 WENDELL RD. LONDON. W.12 


SHOWCARDS POSTERS 
WINDOW BILLS +. CUT-OUTS ek 


LICENSED DAY~CLO PRINTERS 
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TRADE 
PRINTING 
LITHO 


Photo-Offset, Multi- 
colour work, Showcard 
Prints, Posters, etc. 


LETTERPRESS 


Four Colour Process, 
IMlustrated Catalogues, 
Brochures, etc. 


F. W. WHITE & CO. 


Letterpress & Photo Litho Printers 
ALBION HOUSE, NEW NORTH ST. 
THEOBALDS RD., W.C.1. HOL. 9431 


SCOTLAND'S FINEST DESIGNING 
AND PHOTO-ENERAVING SERVICE 


SCOTTISH STUDIOS 
AND ENGRAVERS LTD 


DOUBRIEN HOUSE 1% CLYDE ST GLASGOW 
CITY #613 “ODUBRIEN GLASGOW” 


BRASS BLOCKS & DIES 
Brass blocks for Foil blocking on 
card or plastics. Bronze cutters 
for cut-outs. Cutter crush dies for 
showcards, etc. Steel dies for metal 
NOBBS & AYCKBOURN 
14 CLERKENWELL 


CGE 6474 Est. over 40 years 


OFFSET 
COLOUR 
PRINTING 


* 

H. MANLY & SON LTD 
19 FINSBURY ROAD 
WOOD GREEN ‘LONDON N.22 
BOWES PARK 3802 


* HIGHEST Quatity 
/ Po hes PRICES 


THE CABLE PRESS 
OFFERS 


a first-class printing 
service for production 
of 


CATALOGUES 
BROCHURES 
HOUSE JOURNALS 
SYSTEM FORMS 


The Cable oy y Publishing 
62 DOUGHTY ST., W.C.1. HOLT 


Established 1884 


| 40,000 torticucturaL 


for ALL PURPOSES 


REGINALD A. MALBY & CO. 
19 Chelmsford Yoad, WOODFORD, E.18 


BUCkhurst 0222 


SILK and 
SCREEN 
PRINTERS 
SUPPLIES 


GEORGE HALL’S 
of course ! 
GEORGE HALL (Sales) LTD. 


111 Wellington Road, South, 
Stockport. Tel. STO 3375 


DESPATCHING 
SHOWCARDS? 


We pack and despatch 
Showcards—Displays, etc. 
Any Shape, Size or Quan- 
tity at the most reasonable 
cost and with the utmost 


speed. Write or phone 


E. CHRISTIAN & CO. LTD. 
63 St. Paul’s Road, N.! 
CAN 246! 


$10. 
NS, SON & WATT 
pee is $T., LONDON, E.C.2 


qenree tines) 


mONarch 7408 
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No more black and white, Please! 


COLOUR 
PHOTOGRAPHY 
ONLY 

COLOUR 


— PRINTS 
— TRANSPARENCIES 
— SEPARATIONS 
PULITZER 


S KENSINGTON HIGH STREET, W.8 


WESTERN 2647 


AC.K.WARE service includes 


an extensive library of Colour 
and Monochrome pictures 


A.C.K.WARE (Aceepaass) LTD. 


28 Basinghall St.. London, sadh 
Mi Trepelitan 0836-7 


IVI ZANT pT ANC OL’ 
uw 


Specialists in 
Photo-Enlargements 
in Tone and Line 
295 
Camberwell New Road 


S.E.3. 
RODNEY 5811/2 


COLORGRAPH 


Photographic Studio 
provides 


Color prints and 
transparencies 

for point of sales, 
showcards, calendars, 
etc. 

* We can now process 


Ektachrome and Agfacolor for 
outside studios. 


Colorgraph Studios (London) Ltd. 
8, Bream’s Buildings, E.C.4. 
CHAncery 3416 
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@ CONVEX LTD. 
CUT-OUT, EMBOSSED 
COLOURED, SILK SCREENED 
CELLULOID PRINTING 


41, BRECKNOCK ROAD, N7 
PHONE GUL. 4877-2848 


LONDON ART SERVICE 
PHOTOQCAAPHIC LTO 
Chichester Rents 
tt Chancery WEL 
COMMERCIALLADVERTISING 
PHOTOGRAPHERS 


SAME Day 


COPY SERVICE 


* Phome HOLL BEE69 


The Fifty Three 
Group 
Colour 
Photography 
at Competitive 
Prices 


26 HANS ROAD 
S.W.3 


KENSINGTON 7612 


PLastic 
DispLay 


[Nits 


FOR QUALITY DISPLAYS 


36-37 MAIDEN LANE STRAND W.C 2 
TEMple Bar 0397 


For 
SILK SCREEN PRINTING 


DISPLAYS, SHOWCARDS 


00 STORE Bi wincrON HIGH STREET Bie 


cCOOK’S 


DISPLAY PRODUCTIONS LTD 


124 Ladbroke Grove, W.10 
"Phone PARK 6652/4 


DISPLAD LTD. 


CASTLEFIELDS 
MANCHESTER 15 


BLACKFRIARS 0856 


THE EARLY FIRM 


7167-171 QUEENSWAY, W ” 


—_— 


ss Phone > BAYewster 


2291-2- 


CRAFTSMEN BUILT 
EXHIBITION 
STANDS 


DIGBY'S 


| 9. FLEET ROAD. HAMPSTEAD. N.W.3 GUL Si8 


J. WATSON (London) & CO. LTD. 


Dispiay Units in Plastic 
and Metal 


BASSEIN HOUSE - BASSEIN PARK ROAD 
LONDON, W.12 - Telephone SHE 4363 


displa y 
lettering 


Cut-out relief lettering, 

ready gummed, |2 types, 3/16°-8" 
LONDON INDUSTRIAL ART (1D 
33 Jubilee Place, $.W.3. Tel. FLA 68'6 
ORDER 


. 3AM Saints Rood Ww '! 
Tel. PARK 9431 


(continued on page 4/8) 


ADVERTISER'S WEPAILY 
Ad radio booms 
in Brazil 


[he growth of radio has been 
remarkable in Brazil. By the end 
of the war it reached only a 
limited audience. Twelve of the 
20 states of the Union had but 
one or two stations, and only a 
few major cities had stations ot 
any importance. To-day, Brazil 
is second only to the United 
States with regard to the number 
of stations and is prominent in 
the television development of 
South America. There are al- 
most 500 transmitters and two 
television centres—-Rio de Janeiro 
and Sao Paulo. 

Radio advertising was intro- 
duced in 1927 and now represenis 
the prime source of revenue lor 
the majority of stations 


Influence of 

Industrial Growth 

In a recent report on the rise 
of Brazilian radio Dr. Arno G 
Huth, consultant to Pan Ameri 
can Broadcasting Company, has 
pointed out that in 1949 alone 
84 new transmitters were licensed, 
of which only 12 were located 
in capital cities, all the others 
being sited in smaller towns in 
the interior. Some states which 
in 1945 did not have more than 
one or two stations located m 
the capitals, had by the end of 
1950 up to 10 and 20. On any 
showing, this represents striking 
development. 

In the state of Santa Catarina, 
for example, the number of sta 
tions increased from two to 22, 
in Parana, from six to 32; and 
while the number of transmitters 
in the city of Sao Paulo remained 
almost constant, a total of 101 
were established in the interior 
of the state. In Rio Grande do 
Sul and in Minas Gerais, the 
number of stations jumped from 
eight to 66, and from 18 to 65, 
respectively, clearly indicating the 
industrial development in the 
areas, 


Regional networks 

are established 

The rise of the “Radio in the 
Interior” reveals the close rela- 
tionship between economic de- 
velopment and radio broadcasting 
for it was the economic progress 
of the cities and towns of the 
interior that made the establish- 
ment of radio stations possible 
In turn, commercial broadcasting 
stimulated the growth of local 
markets. 

Another important factor in 
the extension of radio coverage 
was the formation of a chain of 
stations, called emissoras asso 
ciadas, and of regional networks. 
controlled by broadcasting com 
pamies OF newspaper enterprises 
wishing to increase their influ 
ence and build new audiences 
outside the capital cities. Three 
companies in Rio Grande do Sul, 
for example, have recently estab 
lished networks composed of 
eight, 12 and 14 local stations, 
some of which are so new that 
they do not yet have call letters 
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(Continued from page 417) 


Go ommercial Artists) 


Packaging 


Booklets 


Folders 


Forum «~ 


Design 
ART SERVICE LTD. 
10-12 BURY PLACE, wc1 /4%0ut 


\CHA 4121 —— 


VERY RARE! 
* photographic ’ 
RETOUCHING 


a ‘natural’ retouching 
essential to good advertising 


Phone CHAncery 3902 


SMH 


53 Doughty Street, W.C.| 


TUDOR ART AGENCY ITD 


representing 


FREE LANCE ARTISTS 


| FURNIVAL STREET, LONDON, E.C.4 
HOLbern 6841 CHAncery 3506 


STOKES & DE MILLE 
STUDIO 
fon CUT-OUT 
DISPLAY DESIGNS 
7 Wine Office Court, Fleet St. €.C.4 
CENtral 6656 


FRANK WINTERBORNE 
STUDIO 


Artists and Designers 
Telephone: REGENT 1096 
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How and why to 


Brush Script, by Donald Stevens. B. T. 
| Batsford Ltd. 10s. 6d 

If Mr. Stevens manages to trans- 
mit to his readers some of the 
enthusiasm that prompted the writ- 
ing and publication of this book 
the result will be an improvement 
in the appearance of much of our 
advertising. 

It was a bold decision to take 
this branch of lettering and set it 
up 4S a separate subject justifying 
the publication of a book devoted 
solely to its mechanics and uses; 
whether the decision was right 
remains to be seen. Brush Script 
is a good half-guinea’s worth, and 
a lettering artist would have to be 
very good, or very conceited, not 
to benefit from its teachings to an 
extent far in excess of the modest 
price, 

Having said this, however, we 
must point out what, to us, are two 
serious errors, First, there is a 
certain mis-use of white space. Ad- 
vertisement designers use white 
space for specific purposes (speak- 
ing generally). They use it to draw 
attention to other features. In Brush 
Script we find single sentences, 
of varying usefulness and impor- 
tance (e.g., “Brush script is not an 
}easy way of lettering. It demands 
| constant study”), centred on a page 
with nothing else but a capital letter 
and the page folio. 
| More serious than thy, however, 
is the inclusion of letter forms that 
are litthe more than scribbles. It 
is Obvious, from the layout of the 
| pages, that the author has included 
| these to make up the number, for 
| there are 12 examples of each letter 
land it is not easy to show 12 dif- 


Services & Supplies 


Advertising Novelties 


CONVEX LTD. 
FOR 
PLASTIC RULERS 
SCALES, CALENDARS AND 
PLASTIC NOVELTIES 


41, BRECKNOCK ROAD N7 
PHONE GUL. 4877-2848 a 


Advtg. Pencils 


Advertisi ising. Gifts 


Send us your enquiries. Let us suggest gifts 


ANGLO FANCY PROOUCTS LTO 
Manufacturers = 
37 Mill Lane, London, N.W.6 
Phones Hampstead $858 and Gladstone 6761 


ILLUMINATED 


MIRROR SIGN 


for POINT of SALE 

CRANE AUTOMATIC CO. LTD. 
Mokers of Advertising Devices 

Hong Kong Works, Exhibition Grounds 

Wembley, Middlesex. Wembley77 33/7734 


‘ Animated Displays 


use brush script 


ferent styles of one letter in brush 
script. It would have been better 
to show six really good examples. 
lo advertisers reading the book in 
search of ideas these bad examples 
may seem a good reason for not 
employing brush script. 

The essential thing is to be dis- 
criminating—to sort out the good 
and useful from the indiffcrent and 
useless. Because there are many 
more good examples than bid and 
the introductory chapters, though 
short, are very well written, the 
scales come down in favour of Brush 
Script. Wt is a book that deserves 
a place in the studio and in the ad- 
vertuising department._-G.H.W. 


Legal and Gazette 
NEW COMPANIES 


Cipa Developments Litd., Bank Cham- 
bers, 25 Jermyn Street, S.W.1 lo 
acquire concessions, grants, decrees, rights 
ot privileges necessary for the establish- 
ment and working of television networks, 
© carry on business of motion picture 
producing Nominal capital £1,000 
Directors: FE Dalton and G. W 8. 
Bagshawe 

Morgan, Evans & Sweeney Ltd. 
Manufacturers of and dealers in electrical 
Signs, neon light signs and all kinds of 


electrical equipment Nomina! capita! 
£3,000. Dhurectors: W. S. Evans, W. H 
Morgan, and R. H. Sweeney 

Bentley Nelson Partners Ltd, 
Charter House, 52 Gloucester Place, 
W.l Public relauons officers, advertising 


and publicity agents 
£100. Directors: T E. 
and Mes M. Nelson 

Ronald Chubb Litd., 15 Soho Square, 
wW.1. Artists’ agents, advertising agents 
and contractors Nominal capital: £500 
Directors: R. W. Chubb and Marian R 
Chubb 

Geograph Publish Co. (Oxford) 
Lid., Nuttie\d House, Piccadilly, London, 
W.!. Nomina! capital; £1,000. Directors 
G. Hill, Glanville, and H. von 
Eckolt 

Gene Autry Enterprises Lid., } Broad 
Street Buildings, Liverpool Street, 
London, E.C.2. Advertising practitioners, 
brokers and agents, manufacturers of 
and dealers in toys and = novelties 
Nomjna! capital: £10 Directers: G. 
Autwy, I H. Bell, Doris’ Bell, and 
M J. Hamilburg 

Max Arnold Litd., § Stratford Place, 
wil Advertising and publicity agents 
Nominal capital: £200 M 
Arnold and Suzanne M. T. Arnold 

& Dawson Ltd., Ol) Colony 

House, South King Street, Manchester 
Advertising and publicity agents. Nominal 


Nomina! capital 
2. C. R. Bentley 


capital: £10,000. Directors: D. Dawson 
and J H H. Dawson 
Mundial Press LUtd.. Napicr House 


24/7 High Holborn, W_.C.1. Publishers 
and proprictors of newspapers, journals, 
magazines, books and other _ literary 
works. Nominal capital: £100. Director: 
J E. F. Adeline 


WILLS 


Witttam Cuetsropner Lenc, of Water 
stone House, Newport, Fife, formerly a 
director of John Leng & Co, newspaper 
proprictors, left personal estate in Eng 
land and Scotland valued at £115,409 
1 od 

Cuarces Henry Patrick, of Nutley, 
48, York Road. Guildford, Surrey, for 
many vears chief clerk agd advertisement 
manager of the Surrey Advertiser left 
£145 Ss 6d. gross, £389 Is 6d. net 

THomas Wittiam Gorpsack, of 90 
Foxley Lane, Purley, formerly joint man 
aging director of Waterlow & Sons, Ltd 
left £40077 6s Rd gross, £39,982 4s. 3d 
net 

Rowanp Aucustus Hospry of 18 
Claremont Park, Finchley, N.3.  adver- 
tisement manager of Modern Transport 


left £5,225 14s. 4d. gross, £2,783 14s. Sd 
net 

Mes. Etten Loutsa Baristey. of 29 
Park Lane. Wembiecy, Middlesex, wife 
of Edward J. Brisley, one of the founders 
of the West End Engraving Co left 
£12,157 15s. 9d. gross, £12,109 Ss 3d. net 
value. (Duty paid £5450.) 
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TOPICAL! 


Extract from the 
**News Chronicle” Aug 25 


TYPICAL! 


Readers of 
PERSONNEL 
MANAGEMENT 
regularly find that 
typical and topical 
articles such as this 
keep them right up- 
to-date with current 
thought and develop- 

ments. 

That is why 
PERSONNEL 
MANAGEMENT 
is studied so closely 
by top. executives 
responsible for 
works methods and 
staff efficiency. /1's 

ahead of to-day! 


FOR RATE CARD 
PHONE CHA(8844 
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ADVERTISER'S WEEKLY 


ood Manufacturers’ Federation and 


aily Express plan greater-than-ever 
Food Fair for 1954 


A brilliant opportunity for the food industry 


Arrangements have now been completed by the Food Manufacturers’ Federation 
for the Daily Express to sponsor the Food Fair °54. This development, together 
with many new attractions already planned, will make the Fair greater in scope 
and stronger in public appeal than ever before. 


The Daily Express has an influence in 
the country even greater than its mas- 
sive circulation implies. The Hulton 
Readership Survey for 1953 shows that 
10,160,000 read the Daily Express every 
day. It is impossible to exaggerate the 
value of this new association. Already 
firmly established as a leading national 
exhibition, in which interest was graci 
ously shown by Her Majesty the Queen 
in 1952, the Food Fair, with the sponsor: 
ship of the Daily Express, will be an even 
greater event in 1954. 


Strong public interest 

The new development is most opportune. 
By September '54 there is every chance 
that all food restrictions will have di 
appeared. Enterprise will be able to 
make the most of new techniques in 
food processing, packaging and presen 
tation . techniques that are already 
of great interest to housewives. 
Exhibitors may confidently expect very 
strong response, both from the British 
public and from overseas traders, pat 
ticularly since the Food Fair °54 will be 
kept well in the public eye. National 
advertising will be on the usual larve 
scale and editorial interest should be 
even more extensive than in 1952. Then, 
the Press reported the Food Fair in 
more than 200 columns of news and 


Mr. Frederick Monkhouse, 


Chairman of the Exhibition Committee 
sends this message :-— 


‘The prospect of really free competi- 
tion by September °54 makes the next 
British Food Fair a vital element in the 
marketing plans of all members of the 
trade. It gives manufacturers a unique 
chance to make personal] contact with 
their customers. It is a magnificent 
shop window for new lines. It allows us 
to present the whole trade in its true 


sored as it is now by the Daily Express, 
the total is certain to be even larger 
still. 


On the air 


In broadcasts, too, exhibitors can hope 
to hear many valuable references to the 
54 Fair. In 1952 the BBC featured the 
Fair on no fewer than eleven occasions, 
including a television showing. Plans 
are already well ahead to secure similar 
helpful co-operation in '54 and with the 
recent rapid growth of television, 


Reasonable cost of space 


The solid success of British Food Fairs 
in the past enables the Federation to 
keep the cost of space, both in the 
exhibition and in the catalogue, at very 
reasonable levels. 


Ground floor rates remain as before 
Including the cost of stand fitting, space 
on the ground floor for 54 will still only 
cost 25'- a square foot. Those exhibitors, 
who have an extensive range of products 
and wish to give prominence to many of 
them, will be able to do s0 most 
economically. 

In the gallery, terms are even more 
advantageous. Because there will cer- 
tainly be a greater demand than ever 
for these spaces, it has been possible to 
bring the cost of them down. 


perspective--as perhaps the most im- 
portant single service enjoyed by a 
modern community. I am sure all 
enterprising food men will make full 
use of this great opportunity.” 


coverage should be wider than ever 
before. 
Paid publicity 

Avain in "4 a strong newspaper adver- 
tisement campaign will announce the 
Food Fair to the public. Beginning well 
before the opening date and continu 
ing throughout the life of the Fair, it 
will ensure wide knowledge of this great 
national event. Supplementing this 
Press scheme will be an extensive poster 
campaign. The design of the poster is, 
as usual, bright, dominant and very 
original 


Gallery rates down by 16°’, 
Instead of the previous rate of 25/- a 
square foot, gallery rates at the Food 
Fair ‘54 will be only 21/- a square foot 
a reduction of 16°. Many classes of 
exhibitor will find this a valuable 
concession, 


ACT NOW 


There is stilla year to go before the Fair. 

do not be misled by the apparent 

lance of time. Spaces are already 

erved and if you are to be sure 

position you want, you should 

it now. Asa first step, send today 

full prospectus of the Food Fair 

rhe British Food Fair, 57Catherine 
London, S.W.1 
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THE MAN WITH 
50,000 TIPS 


A NEW screen advertising medium 

the ‘Tips’ series—is_ celebrating 
iS first anniversary under the hap- 
priest circumstances, for Gerard 
Holdsworth, managing director of 
Screen Audiences Ltd., is now “hack 
im circulation” so to speak, after a 
lengthy illness. 

He returns to find that “Tips” 
(the launching of which he supervised 
from his hos- 
pital bed) has 
become well- 
nigh a house- 
hold word, 
with up to 
600 ~~ sugges- 


tions a day 
flooding in 
from eager 


conte stants 
who hope to 
see their 
bright ideas 
incorporated 
in future edi- 
tions. (Adver- 
tisements are sandwiched between 
the ups in the various films.) 

This year Screen Audiences Ltd. 
expected to run six editions, but 
actually eight will be screened. Next 
year at least 12 editions are 
scheduled — for presentation in 
Gaumont-British and Odeon cir- 
cuits, in independent cinemas and 
leading provincial circuits. 

Mr. Holdsworth has had a full 
and eventful career. He was a 
rubber planter in Borneo’ before 
becoming sales representative with 
Publicity Films in 1931. He joined 
the J. Walter Thompson Co., Ltd., 
in 1934. During the war he had a 
distinguished and exciting career in 


the Royal Navy—about which he is 
singularly uncommunicative. Suffice 
it to say his decorations include the 
1).S.0., and that he took a consider- 
able part in the resistance movement 
in Europe. 

On demobilisation he returned to 
the J. Walter Thompson Co., as 
head of the film department, but 
soon decided to strike out for him- 
self. “Tips’—one of his brain- 
childs—is now going great guns, 
One tip Mr. Holdsworth would like 
to receive is what to do with all the 
tips received. Already he has over 
50,000, 


Burnside has 
them guessing 


UNTIL Milton Biow arrives here 
about a week from now, the pre- 
cise job which George Burnside 
will have with his agency is any- 
body's guess—including Mr. Burn- 
side’s. But that it will be tied up 
with some pretty important develop- 
ment is obvious—the Biows of this 
world do not invite the Burnsides 
of this world to fly all the way to 
America and back merely to look 
at a New York office, however 
superb, or a Massachusetts home, 
even if it has got a swimming pool! 

Some clue may be got, perhaps, 
from Mr. Burnside’s own back- 
ground. He joined Erwin Wasey’s 
in 1935 because he had come to the 
conclusion that the Americans, with 


ADVERTISING MANAGER'S CORNER J 


TV or not TV? 


For most of us the question isn’t, to look or not to 


look, so much as how to make room for a bigger 


screen without standing the piano in the back gar- 


den. 


Which is just another proof that the easiest 


way to get a message past the bony defences of the 


human cerebellum is along the optic nerve. 


And 


it’s one channel that is always open to private 


enterprise. 


Harris have been operating on it long 


enough to know how to keep your product in the 


picture and to guarantee it a good reception. 


distinctive showcards, clever cut-outs by 


HARRIS 


THE FIRM WITH EXPERIENCE 


HARRIS ADVERTISING LIMITED, 29-30 KINGLY STREET, LONDON, W | 
Tel.: REG 3295-6 


their emphasis On marketing, were 
on the right lines. And he still 
thinks that, although we can hold 
our own as regards the actual quality 
of our advertisements, they continue 
to be ahead of us in the applica- 
tion of marketing techniques. 

He attributes 95 per cent of his 
knowledge of marketing and mer- 
chandising to his association with 
Thomas Hedley & Co., with whom 
he came into contact when Drene 
was introduced in 1936. His most 
exciting operation was the launch- 
ing of Dreft in England, and par- 
ticularly in the London market——a 
piece of work that created a sensa- 
tion at the time. 

Now aged 53, Mr. Burnside began 
in advertising when he founded an 
agency together with Eric Warne. 
Subsequently he formed _ the 
Aldwych Advertising Co., before 
going as manager to the Hazell Ad- 
vertising Service. an agency asso- 
ciated with Hazell, Watson & Viney. 
In 1935 he moved to Erwin Wasey. 
becoming a director in 1936 and 
managing director ten years later. 
Incidentally, it was he who brought 
Eric Warne to Erwin Wascy’s, with 
whom the remained until his death 
a few weeks ago. 

Mr. Burnside has an odd hobby 

collecting French = glass paper 
weights, on which he is considered, 
I believe, something of an authority. 


Plan for a 
sailing club 


Fim industry may before long 
have its own sailing club, if the 
efforts of A. M. Malin, sales pro- 
motion manager, Theatre Publicity, 
come to fruition. Himself a sailing 
man, Mr. Malin represents his firm 
on the executive of the Film Industry 
Sports Association of which he 1s 
press officer. The proposed club 
would be open to anybody engaged 
in the film industry. 

Mr. Malin joined Theatre Publi- 
city about four years ago after 
acquiring both journalistic and ad- 
vertising agency experience. 

Mr. Malin tells me that he first 
got the sailing “bug” with the 
Cairo Services Sailing Club during 
the war. He was at the Cairo 
Forces Broadcasting Station, eventu- 
ally becoming publicity chief for 
Combined Services Fntertainment in 
the Middle East. 


* * * 
CONTRIBUTOR to Touching the 


Adventures, a book of stories to 
appear next week, is W. Maconachie, 
assistant manager, technical infor- 
mation and publicity division, 
Marconi International Marine Com- 
munication. His story is entitled 
Listening Watch. 

The stories in the book, written 
mostly by officers and men who 
served in merchant ships during the 
last war, are either factual accounts 
of wartime episodes at sea or based 
on fact. Listening Watch is based 
on an experience of = Mr. 
Maconachie’s when he was serving 
as a radio officer. 

The Honourable Company of 
Master Mariners sponsored the pro- 
ject of a book of the Merchant 
Navy at war, and all proceeds from 
the sale of the book, to be published 
by Harrap at 12s. 6d., are to go to 
King George's Fund for Sailors. 
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PUBLICISING 
THE EDINBURGH 
FESTIVAL 


PuBLicisinG the Edinburgh 
Festival of Drama and Music is 
superbly done at bargain prices. I 
is an unpaid, part-time concern ol 
the Scottish Tourist Board, and in 
charge of it is W. A. Nicholson 
“Bill Nick” to his newspaper 
friends—who is the Board's man- 
ager and secretary. He has only 
two persons to help him, Graham 
Cowie, the Board’s publicity man, 
and a girl secretary. This trio are 
responsible for the designing, print- 
ing, and distributing of a total of 
half a million leaflets, brochures, 
posters, souvenir programmes, and 
the like every year. The cost is 
about £10,000. How much of that 
is offset by the sales of souvenir 
programmes, and the revenue from 
the advertisements it carries, Mr. 
Nicholson does not know. That 
goes direct to the Festival Socicty. 

To Mr. Nicholson the whole world 
is his oyster. His publicity matté: 
goes to almost all parts of the earth. 
Such a vast field of distribution 
means that work on the following 
year’s Festival begins before the 
current one has closed its doors. 

An old newspaperman himself, 
with experience in his native Alloa, 
Falkirk, and on national papers, 
Mr. Nicholson manages to get an 
enormous amount of unpaid publi- 
city for the Festival in newspapers 
all over the world. Cuttings of last 
year’s Festival amounted to the 
equivalent of 13,000 columns of the 
Glasgow Herald or The Scotsman, 
or roughly 15 million words! First- 
rate service to journalists visiting 
the Festival is one reason for this 
success. 


* * 
APPOINTED regional _ press 
officer for K.L.M. Royal Dutch 


Airlines, U.K. and Ireland, is Basil 
Clarke, son of the late Ernest 
Clarke, of the Daily Mail. Mr. 
Clarke's career has been both varied 
and concentrated. Trained as an 
electronic engineer, he has done 
freelance writing on aviation 
matters: served as a radar officer 
during the war; was associate editor 
of Aircraft and Airport in Canada ; 
and, back in Engiand, did more writ- 
ing and _ broadcasting. He also 
travelled in many countries studying 
airline operation problems. He is 
the author of a history of Atlantic 
flight. 
* * 

FKOUNDER of the Society for the 
Abolition of Old Radio and Stage 
Humour Henry Caine tells me he is 
launching, next week, a Society for 
the Adoption of Sponsored Pro- 
grammes in Britain. Whacko'!—Mr. 


Caine. 
Contact 


“~ 


“The client wants some- 
thing original, like ‘I 
thought my bread was 
white until I saw....’” 


er. 
aes 


; eS 420 a 
Bi a 5 we. ~ py i* te, 12 
f Po 34? - {fj : , c 3 
f. y ; “he et 
f Se oy 
_ -— 
: : - 7 
a | 
F * Be | 
4 | | 
Sa , 
3 ee | | 
4 ee | 
3 ee RG 
: NAT | 
i Wy o W — 
oh | . x may . ae: 
> ave ee (? 6 tales Tl 


SEPTEMBER 3, 1953 


yarn skeleton of a hen, drawn by George Stubbs (1724— 


1806), our finest animal painter, comes from his work 


“A Comparative Anatomical Exposition of the Structure of 
the Human Body with that of a Tiger and a common Fowl’ 

Stubbs himself taught anatomy ; and worked with the great 

est anatomiusts and surgeons of his time ‘Together with the 
enormous progress made in surgery since those days has 
marched a corresponding * advance in veterinary and 
agricultural knowledge. The outstanding examples are the 


perfection of animal feeding-stuffs and artificial fertilizers. 
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One of the problems attendant on the distribution of these 
essential materials was to find a strong yet light form: of 
packaging. The multiwall paper sack was the answer 
Millions are sold every year by Bowaters But there ts 
more here than a che ipMer and more efliepernt packa nung 
material The sacks are non returnable and are burned 
after use. Soone of the avents tor the spreading of diseases 


like bow! Pest and bo 


check. ‘Thus yet another 


Mouth is given a complete 
choot the Bowater Organisa 


tion helps in its way to the mechanics of science 


Bowaters 


NEWSPRINT MAGAZINE PAPERS 


GRAVURE PAPERS = 
CORRUGATED FIBREBOARD CONTAINERS FIBRE DRUMS =» 


PACKAGING PAPERS & BOARDS 


THE BOWATER PAPER 


Great Britain United States of America Canada 


PAPER BAGS 


Australia 


BANKS & BONDS f PRINTING PAPERS 
MULTIWALL SACKS WRAPPING PAPERS 


INSULATING BOARDS 


CORPORATION LIM 


South Africa - Rep Ireland 


j Norway 


Sweden 
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Current Advertising . 


Nak 


Macleans booking big spaces for 
new indigestion remedy 


Dutch bulbs 


The autumn campaign for Dutch 
bulbs will break in the middle of 
this month. 

The first ad. will feature a full 
colour photograph of a daffodil. 
Ihe copy, in calligraphic writing, 
will state: “Bring the colour and 
fragrance of spring into your house 
and into your garden. Make next 
year memorable with daffodils, 
tulips and hyacinths. Now is the 
time to plant your bulbs, but be 
sure you buy the best. Consult your 
seedsman for advice on how to 
plant them.” 

This campaign, which will use 
national magazines, is handled by 
Dolan Davis Whitcombe & Stewart 
Ltd. 


Dura-glit for 
furniture 


Half-pages are being booked in a 
wide range of women's magazines 
for the new Dura-glit furniture 
polish. Also on the schedule are 
Punch and Thomson's Weekly 
News. 

Trade = press advertising — has 
started. The consumer advertising 
breaks this month, The scheme ts 
being handled by S. C. Peacock 
Ltd. (Liverpool). 


——____ — 


Heavy advertising will break 
shortly for a new Macleans 
indigestion remedy. The product 
will be known as the New 
Macleans Tablets. 

Macleans sales representatives 
were given special “briefing” last 
week and marketing began on 
Monday. Nationa] distribution is 
expected to be achieved within a 
few wecks. 

Preliminary trade press adver- 
tising will break to-morrow 


More fruit juices 
Two new lines are being launched 
by Schweppes—a pineapple juice 
and a tomato juice. Trade press 
advertising is now breaking. Bottle 
stands and Perspex plaques are 
being delivered to retsilers. The 
agents are Cliflord Bloxham & 

Partners Ltd. 


(Friday) and showeards are being 
distributed to retailers. Large 
spaces are being booked in the 
national press for the consumer 
campaign. Young & Rubicam 
Lid. are the agents 

New Macleans Tablets are 
being marketed in a roll pack 
retailing at Is. 3d. and a carton 
selling at 3s. 6d. 


Those who know 
best about 
advertising.... 


. . . . say 


Wass, Pritchard 
know best 
about printing * 


WASS, PRITCHARD « co. iro 


85 FENCHURCH STREET LONDON EC3 Tel: ROYAL7141 | 


* Specialists in Print by Photo-Litho-Offset | 
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e AT A GLANCE e 


ACCOUNTS MOVING: 


Dependable Furniture Ltd., to Howards Press Advertising 
Ltd. (Manchester): Neata Products (Cheltenham) Ltd., agricu'- 
tural building manufacturers, and Fisher Humpheries & Co., 
Ltd., agricultural] machinery manufacturers, to S. C. Peacock 
(Birmingham) Ltd.; Ribena, to Dorland Advertising Ltd. (from 
January 1, 1954). 


NEW ACCOUNTS: 


Merlin Engineering Co., manufacturers of Servicemaster diese] 
ejector reconditioning equipment, for Rathbone Publicity Ltd.; 
Porterprint Lid., card games (Radio Times and trade press), 
T. Whittick & Son Ltd., from January 1, and C. Hagenbach 
& Sons Ltd., makers of the new Hagenbach whole grain loaf, 
(provincial press), for Stuart Hirst Ltd. (Leeds); Steventon’s 
lileries Ltd., flooring tile manufacturers (trade press and 1954 
consumer campaign), L. Goffin Ltd., and Wade's Furnishing 
Stores, to Howards Press Advertising Ltd. (Manchester). 

Ihe Magnetic Broadcasting Co., Ltd., makers of Foots induc- 
tion telephones, for Auger & Turner Ltd. (magazines and 
periodicals). 

NEW CAMPAIGNS: 


Regentone (Gordon & Gotch (Advertising) Ltd.), national 
dailies and Sundays, Scottish newspapers and trade press: Emu 
wool (Willings Press Service Ltd.), large spaces, black and 
white and colour, in national newspapers, magazines and trade 
press; Lantigen “B” Oral Vaccine (T. B. Browne Ltd.), national 
dailies and Sundays, periodicals, provincials and Radio Luxem- 
bourg; Christie-Tyler chairs (S. C. Peacock & Co., Ltd.), halt- 
pages and other large spaces in national, daily and Sunday 
newspapers, local evenings and weeklies; Linda Leigh dresses 
(R. S. Caplin Ltd.), large spaces in Daily Mirror, women’s maga- 
zines and trade press: Dutch bulbs (Dolan Davis Whitcombe & 
Stewart Ltd.), colour snaces in magazines; C.W.S. furniture 
(direct), large spaces in national dailies and loca! newspapers; 
New Macleans Tablets (Young & Rubicam Ltd.), large spaces in 
national and trade press; Celanese 820 underwear (G. S. Royds 
Ltd.), national and trade press; Schweppes tomato and _pine- 
apple juice (Clifford Bloxham & Partners Ltd.), trade press; 
Lavenda wool (John Tait & Partners Ltd.), women’s magazines, 
Radio Times, Girl and trade press; Marriner’s wool (Bennett 
Williams Advertising Ltd.) (Bradford), women’s magazines and 
trade press: Dura-glit furniture polish (S.C. Peacock Ltd 
(Liverpool) ), women’s magazines, Punch, Thomson's Weekly 


Co., Ltd.), large spaces in 


News and trade press: Kobert Hirst rainwear (Nevin D. Hirst & 
national newspapers: Cakeoma 
products (S. C. Peacock Ltd. (Liverpool) ), women’s magazines. 

Jamal nylon wave (Gordon & Gotch (Advertising) Ltd.), 
women’s magazines, Underground posters and roof cards and 
trade press; Vantona Ltd. (Osborne-Peacock Co 
magazines, provincials and local weekly newspapers. 


. Ltd.), women’s 


Record trade press 
scheme 


With ‘the launching of no fewer 
than 14 new TV, radio and radio- 
gram models at the Radio Show 
Regentone are running by far the 
biggest ever trade press campaign 
they have ever conducted 

All the radio trade papers are 
carrying at least two double page 
spreads while special tic-ups have 
been planned in several. 

Electrical and Radio Trading thisy 
week carried a Regentone ad. cover- 
ing five pages followed by 13 pages 
of advertisements by Regentone 
wholesalers throughout the country. 

Wireless and Electrical Trader had 
a four-page Regentone ad. followed 
by nine pages of wholesaler adver- 
tisements. 

The consumer press campaign 
starts on Saturday with half-pages in 
the Daily Express, Daily Herald, 
Daily Mirror, and Radio Times, an 
11 in. triple space in the Sunday 
Express, and large spaces in Scot- 
tush newspapers. 

The advertising mainly features 
the new Regentone Multi “99” a 
new three speed, § valve table radio- 


gram retailing at only 36 guineas, 
A console design is also being mar- 
keted which retails at 46 guineas. 

Gordon & Gotch (Advertising) 
Ltd. are the agents. 


Peto Scott television are also using 
the trade press for the Radio Show. 
A four-page inset in this week's 
Wireless and Electrical Trader will 
be bound in such a way that it will 
open outwards to reveal a facsimile 
freproduction of a Daily Express 
half-page which appeared last week. 
In addition the Peto Scott campaign 
includes space in the Radio Times, 
title corners in national daily news- 
papers and whole pages in colour in 
the trade press. The agents are the 
National Publicity Co., Ltd. 


Campaign for 
underwear 


A new range of woo! mixture 
underwear is being launched by 
British Celanese Ltd. The line will 
be known as Celanese 820. 

Double page spreads in the trade 
press have been booked. National 
advertising is scheduled to start in 
October. G. 8S. Royds Ltd. are the 
agents. 
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Shooting a live-action scene for a new colour film. 


Take any Picture... 


... film or filmlet, live action, puppet, cartoon, wide 


screen or three dimensional. Every Theatre Publicity 
Production is made by the finest team of screen ad- 
vertising technicians and backed by the resources 
of the J. Arthur Rank Organisation—the best in the 
world. 


The compact efficiency of cur Wardour Street 


Production Department: the vast resources of Pine- 
wood Studios; unsurpassed nationwide distribution 
—all contribute to the success of aT.P. Production. 
Make sure that your next production bears the T.P. 


Shooting a cartoon colour filmlet 
Shield — it’s a sign of first-rate screen advertising! in our Wardour Street camera room. 


If your executives or clients would like to visit our eo, 
Production Department please ring our Sales Promotion Manager at HAM. 4424 
THEATRE PUBLICITY LTD - Leading Screen Advertising 


A COMPANY WITHINTHE J. ARTHUR RANK ORGANISAT 


HEAD OFFICES: (24-128 FINCHLEY POAD, LONDON NVWV3 (HAM 4424) Ye SALES & PROOUCTION: FILM HO “AROOUR STREET, LONDON, WI (GER, 9292) 
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ADVERTISER'S WEEKLY 


We Hear | (Continued from page iii cover) 
Over 600 blocks have been issued copies This follows last weck’s | BUSINESS OPPORTUNITIES 


in the Newspaper Society's scheme Children’s art announcement that 


for “advertising advertising.” 


SEPTEMBER 3, 1953 


CLASSIFIED ADVERTISEMENTS 


ill advertising SUCCESSFUL overseas trade Directory 


mi ¥ ¥ . q| il e.e a m pg gee had os cad oe, = eee Stes en 
hifty-six applications for aid were exni ition i a “4 7 ae wi ee : — 
considered and grants totalling Sixth National Exhibition © of oe ths , 
£1,088 were made at the August Children’s Art organised by the Po Ree pc on eee red SALES AND WANTS 
meeting of the management com Sunday Pictorial opens to the pub- | pri eo ace nc Nr nest aa Britain GOLD LEAF FOR SALE:  &s. per 
mittee of “Old Ben.” lic at the Royal Institute Galleries, - : “BA gong “aa book. Telephone CUNningham 3827. 
, : st . Ivure Ba air- e 
* ft * London, ies Saturday and will last dressers’ Journal an average weekly int GAZEBO. 57 i. Wy ty 
The Dorset House Players, whose until September 29. : sale of 30,088 copies, and its claim Acton. London. W3 ACOm 4731 
members are drawn from the staffs Three hundred paintings and 200) to cover over 91 per cent of the AEROGRAPH (A.C.A. No. 1). Electric 
of the Associated Hiffe Press pub- pieces of pottery and modelling by trade was made in last week's issue. Air Compressing Outfit wanted in good 
lications, will present “And No Children from 5 to 17 years old hav« * . Pats condition. A.C. 230-250. Write Lynch 
ing? ? ’ been selected by a distinguished " 185 Uxbridge Road, Hampton Hill 
Birds Sing at the Rudolf Steiner B The ceil Middlesex, or Phone Molesey 3101 
Hall Park Road N.W.1, on panel of judges for exhibiuion from _The September number of Aero- | con SALE. EXHIBITION STAND “on 
October 22 and 23 an entry of more than 35,000. nautics the special $.B.A.C. show a good site at the Castle Bromwich 
rm ‘ ¥ Awards and prizes include a £257 number containing a preview of the section of the B.I ; 
art training grant, cash vouchers for Farnborough Show has broken all Box 5431 Ad. Weekly 180 Fleet St EC4 
lo mark the centenary of the art materials to children and their advertisement records for the pub- 
Royal Photographic Society Kodak schools, £50 art grant and a special lication. The issue contains 129 2 t COURSES Fu 
Ltd. are holding an exhibition frieze to schools, a week's painting advertisement pages of which 39 
entitled 100 Years of Photography holiday in the “Constable country” are in colour This is an increase 
at the Kodak Gallery, Regent Street, for sin boys and six girls, and cer- of 19 advertisement pages over last CITY OF LONDON COLLEGE 
London, W.1, from September 21 tificates for all the children whose year’s Farnborough show number. 
October 10. work has been accepted for exhibi- j Moorgate, E.C.2 
Publichine in P : “. a Evening Courses in 
rv exibition wi xX privately xe | 
a 2 eee opened by Lady uiaeleenn to First full page ADVERTISING 
One of the two remaining Welsh morrow (Friday) afternoon. After Je 
newspapers published in pet ius London showing it will go on since the war and 
Y Drafod—Was resumed publica tour to Dundee, Aberdeen, Hudders- For the first time since before SALES MANAGEMENT 
tion in’ the Welsh colony in field, Wolverhampton, and Ply- the war, South London's Subur- 
Patagonia. mouth, ban Group will carry a full page commence on 28th Sept., 1953. 
. " . * * * advertisement for a single ad- ENROLMENT: 5 to 8 p.m. 
To attract holiday makers to his Magazines and publishing groups vertiser in to-morrow’s (Friday's) September 2lst. (last session's 
church the vicar of Bosham, Sussex, exhibiung at the Engineering, issues. The advertisement. is for students only) ; 22nd and 23rd. 
is placing 3 in. d.c. advertisements Marine and Welding Exhibition Chippertields Circus which is§ | Further particulars from the 
in the local press giving some which starts at Olympia — to-day opening for a two-week season Secretary of the College ; 
historical facts about the church (Thursday) include : Electrical In- on Clapham Common. saagige = Hy oa ee 
" m . dustries — Equipment, —_ Engineers’ A halt-page advertisement ap- (MONarch 8112/3/4) 
Digest, Machinery Lloyd, Machin- peared in all editions of South 
Iwo independ mt stores at Deal, ery, Machinery Market, The London’s Suburban Group last 
Brown & Phillips tid. and Rice Machinist, Engineering, The Engin- week announcing the forthcom- MISCELLANEOUS 
mans Lid. are running combined eer, Times Review of Industry, ing arrival of “the largest tented 
advertisements in the local press — practical Engineering, Trade Intel- circus in Europe.” | SIRPI Cl. dé la Chamsiane—? } 
drawing attention to Deal and jigence, Syren & Shipping, New Full page spaces are available Gomer Homen), International Service 
nearby Walmer as places with both Fra Publishing Co., Hiffe & Sons but only for either the full Agency, Via Visconti di Modrone, 6, 
modern and historic interest. Ltd., The Temple Press Ltd., and Group of nine papers or theg | Man 
¥ ‘ ¥ John Trundell & Partners Ltd, ae Tn ii ee | Poe cos reason See No 
Five new booklets giving lists of Phere is also one overseas publica- seven papers. The largest spaces$ | 1919) x0) as Rd. *. Mood. — 
selected) Shell service stations in tion, The Norwegian Shipping a individual papers remain at | 
Furope have been produced by News. Bonney & David Lid. an ~pages. 
Shell. ' responsible for the public relations | ACCOMMODATION 
for the exhibition CONSULTANT requires desk, telephone 
Crossword ad. x * * The Furnishing World issuc of service, etc., with studio or printers, 
Ihe Cambridgeshire Times group = August 28 ran to 12 pages. it in- Pong ge oe Fleet St ECS 
A Westbury, Wiltshire, outfitter Of mine newspapers have shown a clud doa special High Wycombe \ DESK SPACE in Fleet Su : studio, 
recently ran a crossword competition aeve ys nny of S per cent during - mg . pad Pune - of wh , 42 poslitity of come _work. 308. pet 
. . . » i oO > 3 vere advertisements nel , wee includin lephone, etc 
ros ae cuntomiers hig ge ang arias ; on ee * nearly 12 ne s a pa aaa Box S414 Ad Weekly 180 F eet St EC4 
a made-to-measure sul or costume, ‘ I STUDIO. 10 { . = 
second a shirt and third a tic. The The National Library for the m colour to East end . Ah my a oe 
solution was given prominence in a Blind is arranging to have the book ¥ 3 i phone. 2is. per week 
special window display. published by Daily Telegraph andj aiest A.B.C. figure for Natiomal |, Box S419 Ad Weckly_ 180 Fleet St PC4 


* ‘ % written by bk. W. Swanton on the 


Newsagent, Bookseller, Stutioner,  "'HET STREET (near), Office Building. 


The Institute of British Photo Test series, produced in Braille. weekly net sales is 20,298, as com- oan ua aa ~ Collie 
graphers has formed a cinemato * . * pared with 18,333 for July-Decem- &  Madse 68 Fleet Street. CENtral 
graph group within the Institute, and The Evening Standard has opened — ber 1952. bie 
will devote one of the main. ses an Investment) Advice Bureau in . n " or ae age od. Writ 
sions at the forthcoming Industrial Ihrogmorton Street. Readers are A simpler and bolder style for Box 5432 Ad, Weekly 180 Fleet st CS 
Sull Photographers Conference to able to obtain advice about invest- the name-title has been adopted by 
a review of the uses of industrial ments or securities free of charge the Sunday Times, 
cinematography, « ¥ * 

* :d “SO Years of Powered Flight” will Motor Show specials 
; Biro Swan Ltd. are issuing to re he described and celebrated in’ the 
tailers a new display card, designed Christmas issue of the Royal Air Motor Show numbers will be k h d 
by Richard Lonsdale-Hands and Force Flying Review. published by — MHustrated London $s etc pa Beee 
Associates, holding a dozen Citizen 7 * * News on October 24; The Tatler, 


Sie it — Handi October 21; The Sphere, October Perspective sketches made 
rgance YY aa ee” 6=—s_s24; The Sketch, October 2); and simple! Each pad contains 


crafts, the first International Handi- re : 77 . 
- ort and Country, October 28. j j 
crafts, Homecrafis and Hobbies P ae overprinted grids, making 


* * * Exhibition opens on October 1 at The Caravan will publish two three dimensional sketching 


ball-point) pens It has the prom- 
inent red and blue motif now fea 
tured in all Biro display material 


Gity Display Organisation did Olympia, London, special issues. The October issue swift and simple. Ideal for 
stands for F.M.L, Ferranti, G.B.C., * * * (on sale September 25) will be de Designers, Artists, Technical 
Mullard, Philips, and Stella Radio, Odhams Press announce that voted to this year’s new vans, and nf * 
at the name Show at aay Cases. despite a higher number of pages See Mewember lemee Gictaber 2h) ustrators, etc. 

They were also responsible for four of advertisements in the special 104 will contain a stand report of the ; 
stands in the TV Avenue page Woman Christmas ft von (pub- exhibits, with ‘n on oll Cost on art Price TECHNI-PAD 
* * * lished November 17, price Is. 6d.) = paper. For these issues price will 4/2 ver pad for perspectives 

A new record player has been all colour and monotone space was be raised to Is No Tax 
introduced in the United States completely sold) out five weeks TECHNIGRAPHIC (BRISTOL) LIMITED 
which is described as producing before the press date. Sales of this Country Life is publishing a Hampton Lane, Bristol, 6. Tel. 38398 


“3-D Sound.” number are guaranteed at $00,000 special Show number on October 22. 
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CLASSIFIED ADVERTISEMENTS | 


RATES: APPOINTMENTS VACANT, 3s. 64. per line, 40s. per dsplay pane! inch 

EXPERIENCED APPOINTMENTS WANTED, 3s. per line, 38s. per display panel inch. All o ner 
classifications, 4s. per time, 45s. per display panel inch. Minimum, 3 lines. Box Ne. " — 
LAYOUT MAN charge, one line plus 9d. covering postage, etc. Series rates on application: all Me ann-Erickson 
advertisements uncer seven insertions MUST BE PREPAID. Address “Advertiser's 
required for print production Weesl),” 180 Fleet Street, London, E.4. CHAncery 8844 (Ex. 25). ADVERTISING LID 


department of London Agency : 
Able to produce own visuals and semi:- | APPOINTMENTS VACANT invites applic ations from 


finished layouts (normally pencil) for = 
letterpress leaflets, folders ete. Write Situations Vacant: ‘The engagement of persons answering these advertisements must | I xperienced 
giving full details of previous experience, he made through a Local Office of the Ministry of Labour or a Scheduled Employment _ 

age and salary required to: Agency if the applicant is @ man aged 18-64 inclusive or a woman aged 18-59 inclesive | 
unless be or she, or the employment, is excepted from the provisions of the Account 
GILBERT ADVERTISING LTD. Notification of Vacancies Order 1952." 


10, NORFOLK STREET, LONDON, W.C.2 | | Executives 


rou aeiRrystsisre = | SENIOR ADVERTISEMENT REPRESENTATIVE 


chester Agency. n ‘ ust | : 
Tt 1 «Situation offers unlimited § scope z - nm cent “ “4 ‘ : ge an ane “ne | .. 
to man wi.h real creative ideas. Write, required by one of the largest Magazine publishing companies : ~ ’ ‘ _ 


stating age ictals of expericnce and “it able to handic a yunts 


salary expected in London. Experien f sellin is irable, although Tor tur 
Box $301 Ad. Weekly 180 Fleet St EC4 don. Experience of selling space is des ¢, & ral natu 
EVERETTS are looking for two or three consideration will be given to applicants either with excep- 
layout men with abcut under he direct supervision of a 
agency experience to tional sales experience at a high level or who have been Group H but will be given the 
of interesting ac- r 2 great sossible freedom of opeta 
E fo th i Studio engaged in some other branch of advertising. In the first rr aaa Witiaiadinlee laaeenh Tae 
Advertisin d., es 
10 Hertford Street, London, W.1 instance write giving essential details in confidence to capable of discussing and planning 
> ¢ all stages of an advertising campaign 
aes clids cendiindos Gan cen tee Advertisement Director. 


j 
edge of display need apply and on thos men wh feel that 


appantment, stadmge particular ay Box 5409 their experien fits into the above 
salary required, Silk Screened Products 


ltd, Lewis Road, Richmond, Surrey Advertiser’s Weekly, 180 Fleet Street, London, E.C.4 eee ee 


General Manag 


The successful applicant will 


This is an important appoimtment, 


REQUIRED BY WELL-KNOWN | 
ADVERTISER =near = Stratford IDEAS MAN. Required, enterprising | LETTERING AND LAYOUT ARTIST McCANN-ERICKSON ADVERTISING LTD. 
Broadway, London, I | young man for Publicity and Sales (female), preferably with knowledge of 
AC ( OUNTS Cl ERK - Promotion Department of important | photography and photographk methods Brettenham House, 
/ , . a well-known manufacturers with own technical background an advantage Lancaster Place, W.C.2. 
must have some knowledge of book Sales rganisation, Home and Over Edyley Studios Lid, Lansdowne Place 
Nd expericnce with process C < your application to Lance, Chel.coham 
invoices A 23, Southampton Row, MALE CHECKING CLERK Goinon rr 
for male or female appli- London, W.C.1, giving full details of quired in Voucher Departm Pre- | 
sent engaged in similar experien age and salary vious agency experience necessat | ADVERTISING Agency Manager sought 
iwency YOUNG GENERAL ARTISTE waned for Manent position, no Saturda ppl by small/medium Industrialist, Mid- 
rience and a studio of Advertising Agency--Must Mr. Lawrie. Alfred a & Sor id, | lands. Full details to 
y Gu 4S, have had some expericnce and be ver 130 Fleet Sireet, & 4 Box 5372 Ad. Weekly 180 Fleet St BC4 
Willings, "M68 Gray's Inn Road, satile Write, phone or call, Crane SPACE SALESMAN required by Londo STUDIO requires Letering Artoat who 
Londos. W.C.1. Pubhoty Ltd., Quality House, Quality Representative. Good prospe t is also ab to do certain amount of 
. ° Court, Chancery Lane, W.C.2. Chan- giving full details and salary required, general artwork. State experienc and 
cery 5 to salary required 
WANTED for occasional commissions, LETTERING AND RETOUCHING Box 5451 Ad) Weekly 180 Fleet St C4 Box 4395 Ad Weekly 180 Fleet St BC4 
London and Provinces, young lady Arusu, top salaries will be 
artist, imaginative with gift for murals applicant who must have first class 
and decor studix xperience and able to produce 
Box 4352 Ad. Weckly 180 Fleet St EC4 top-quality work. Please write, call or 
phone to Chamberlain Studios Ltd, 2 
Ludgate Hill, London, EC. 4. CENtral 
S70 1948 


: ! 
° EXPERIENCED PUBLICITY MAN re. | 
Leadin aguired for Publicity Department of 
large M-diands Manufacturing Organi- 


sation Creative and copy-writing 


bd ability f ill forms of sales promotion 
ationa essentia Apply giving age, experience 
and salary required, to 
e Box £394 Ad. Weekly 180 Fleet St EC4 REQUIRE 
Magazine WELL-FSEABLISHED trade period cals 
group seck reliable, energctic and fully 
expericnced space salesmen: (a) For 
° . Yorksh (b) For Scotland. Successful SENI 
Pu blishing applnants will be paid generous 
Salary and commission. Excellent pros- 
pects Apply mn writing siating age 


experience and availability, to Top line “thinking” ability and standard of visual pre- 
ouse Box £19) Ad) Weekly 180 Fleet St EC4 
sentation required. A willingness to work in a team or 


requires Northern adver- JUNIOR LAYOUT MAN to accept full responsibility for original creative thinking, 
tisement representative. d are essential qualifications. Write in the first place (no 
Aged 25-35. Applicants — 

should have a knowledge by Agency to work on a haves aia he 
of advertising and sales variety of Technical and In- envelope “SENIOR VISU ALISER 
experience. This is an dustri:! accounts. Roughs to 
weansionss -qunemeueld client, standard essential. Will 
czcepvonsl epporuney || ive! Sonontunty woke ||| EXPERIENCED LAYOUT MAN 
for a competent man Visualising and Typography. 

capable of earning a sub- Write or phone Creative 
stantial salary. Write in Manages with particular accent on good figure drawing. A high 


specimens) and tel! us all about yourself, marking 


strictest confidence giving T. G. SCOTT & SON LTD standard of visual! presentation is required and an all 


full details of age, exper- 


143-147 Regent Street, W.1. round ability in various art techniques. The applicant 
ience, etc., to 


Telephone: REGent 3891 must also be willing to translate into finished lavout form 


Box 5433 


Advertiser's Weekly 180 Fleet St EC4 | | TECHNICAL artists required for Publi 
| cations Department. An interesting and marking envelope | \YOUT MAN.” 
varied cork programme calls for | 
ability produce first<lass perspec 
ve nega JOURNAL rn | tives ne and half-tone from blue- 
Headquarter requir Representativ prints and personal investigation R.C.N. - 184 STRAND - LONDON * W.C.2 
for 1d n af hav o Work eonditions are excellent, the ne 
persor ty. g appcaran ar }- surroundings congenial and the posi- 
ing ability a ¥, Commission 4 tions nent. Apply, giving particu- 
expenses r Stating age and full lars T, experience and salary 
particulars of business ¢ r requir to The Personne! Officer, Ref 
Box $365 Ad. Weekly 180 ‘Fleet St E04 A.W 1 E. Cowes, Isle of Wight. | 


‘Phone your Classifieds to CHA 88/1 (Lax 25) 


the work of senior visualisers. Write (no specimens) 


. < OY, eee 9 hoc : Eng Sees ri ip = i Pe 2 ae i ’ 
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ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


PRODUCTION ASSISTANTS 


under 25 years 
of age, with Agency experience, are 
sought by a leading London Agency 


Persons wishing to be considered 
for a vacanoy are invited w write, 
giving details of their experience and 
of the salary which they consider 
themselves capable of carning 


Box 546! 
Advertiser's Weekly 140 Fleet St EC4 


ASSISTANT required in the Production 
Department of large West End Agency 
Previous experience necessary Write, 
Stating age, salary required, et 10 
Box 5464 Ad. Weekly 180 Fleet Si EC4 

COMMERCIAL ARTISE required. Sull 
life and figure work. Write, s.ating age, 
experience and present salary, to 
Hallons Advertising Service Ltd., Ark- 
ley Road, Walthamstow, E.17 

YOUNG LADY required Part-time, to 
canvass advertisers for Group of Pub- 
lications in an Advertising Office. Salary 
and Commission. Write, giving full 
details, to Box 16, RK. Anderson & 


Co, 14 William IV Street, Strand, 
W.C.2 
LAYOUT ARTIST required, capable of 


producing slick roughs and preferably 
having 3 or 4 years’ agency experience 
Telephone Mr. Field, CHAncery £287 


COPYWRITER 


required to prepare copy for folders, 
circular levters and catalogues, etc., 
relating to Gestetner products. Must 
be capable of writing clear and in 


teresting copy from technical data 
supplicd. Write staiing experience 

age and salary required, to Per- 
sonne! Department, Gestetner Ltd, 


Fawley Road, Tottenham, N.17 


DISPATCH. Young lady required for 
dispatch department of West Eng Ad- 
vertising Agency Good salary and 
ideal conditions — baad including 
age, experience Gf any 
Box 5349 Ad. Weckly a0 r leet St BC4 


| 


| 


4% 


‘CLASSIFIED ADVERTISEMENTS 


Siwations Vacant: 
be made through a 


“The engagement of persons answering these advertisements must 
Local Office of the Ministry of Labour or a Scheduled Employment 


Auency if the applicant is a man aged 18-64 inclusive or a woman aged 18-59 inclusive 


unless he or she, or the employment, 


is excepted from the provisions of the 


Notification of Vacancies Order 1952." 


saiary required, etc. to 


Box 5410 


First-class Copywriter 
wanted in a Leading 


London publishing house 


An exceptional opportunity awaits a creative Copywriter 
of first-class experience. The position offers a 

very good salary with really excellent prospects to 

a young man of good education and marked 

ability. Our present staff are aware of our desire to 

fill this post. All applications will be dealt 

with at high level in strict confidence. Write 

giving full particulars of experience, age, 


Advertiser’s Weekly, 180 Fleet Street, London, E.C.4 


ADVERTISEMENT REPRESENTATIVE 
Young man. Must have good ex- 
pericnce selling local newspaper space 
Good salary to right man. Sound 
references necessary. Send full particu- 
lars to Advertisement Manager, Even- 
ing Express, Liverpool 1 
ARTIST, experienced in Furniture and/or 
Sull Life, required by SW. London 
Studio 
Box 5397 Ad. Weckly 180 Fleet St EC4 


tropical countries. 


perience to 


EXPORT ADVERTISING SERVICE LTD. 
of 22 OLD BOND STREET 


require an Experienced 


COPYWRITER VISUALISER 


This position is a responsible one and 
carries a good salary for the man who is 
able to originate campaign themes with 
sound selling copy for the products of 
internationally famous firms 


He must be able to produce rough visual 
presentations for the studio. 


Very occasional overseas travel on copy- 
surveys may be required. 


Excellent superannuation facilities. 


Write in first place, stating age, and salary 
required, with details of previous ex- 


The Managing Director 


EXPORT ADVERTISING SERVICE LTD. 
22 Old Bond Street, London, W,l! 


in many 


COMMERCIAL ARTIST required = for 
Publicity Department of large engineer- 
ing company in East Midlands, inter- 
esting variety of work. Experience in 
mechanical illustration useful but not 
essential. Good conditions. Excellent 
opportunity for interested and enthu- 
siastic man. Apply with details of ex- 
perience, age and salary to, Publicity 
Manager, Ruston & Hornsby Ltd 
Lincoln 

GENERAL ARTIST required Must be 
versatile and preferably possess a 
creative flair. An interesting position 
in a pleasant studio awaits the 
successful applicant. S-day week and 
superannuation scheme. Applicatipns 
Stating age, experience and salary 
expecied to Roles & Parker Ltd, 
Rapier House, Turnmill Street, E.C.1 


COMMERCIAL ARTISTS 
REQUIRED 
Capable of producing first-class finished 
artwork, lettering, etc Creative 
ability an advantage, but not essential, 
Call with specimens by appointment. 
NEW EKA ADVERTISING SERVICE LTD. 
107, Fleet Street, E.C.4 
CEN. 5704 


LETTERING ARTIST, preferably with 
creative experience, required for the 
studio of a growing Advertising Agency 
A permanent position with the advan- 
tages of a sta pension scheme is 
offered to the applicant whose ability 
measures up to the high standard re- 
quired. Replies, which will be treated 
in strict confidence, should state ex- 
Pericnce, age and salary expected 
Box 5404, Ad. Weekly 180 Fiecet St EC4 


JUNIOR SHORTHAND TYPIST 
required 

for West End Advertising 

Interesting and varieg work; 

week. 

phone Creative Manager, 

T. G. SCOTT & SON LITD., 

143-147 Regent Street, W.1. 
Telephone REGent 3891 


Agency 
S-day 


Write or 


LEADING INDUSTRIAL 
secks well-educated, 
feature writer 
versatile 


Organisation 
experienced young 
Applicants shou!d have 
literary talent and pleasing 
personality. They must be prepared to 
travel. Excellen — and staff 
pension scheme. Ap 
Box 5440 Ad Weebly ‘180 Ficet St EC4 
ASSISTANT for Publicity Department of 
London Firm of Manufacturers of In- 
dusirial Colloids. Must be experienced 
in the preparation of technical litera- 
ture, sales leaflets, booklets and display 
advertisements for Trade Journals, 
White, giving full details of education, 
experience and salary required, to 
Box $403 Ad. Weekly 180 Fleet St EC4 


\ 


‘Phone your Classifieds to CHA 8844 (Ex 25) 


SEPTEMBER 3, 1953 


APPOINTMENTS VACANT 


YOUNG LAYOUT ARTIST (national 
service completed) required for the 
publications department of a large in- 
dustrial organisation with headquarters 
in the West End of London. Work 
will include typography, make-up, pre- 
paration of artwork and general design. 
Staff pension scheme and excellent 

working conditions. Apply 
Box 5439 Ad. Weekly 180 Fleet St EC4 

EXPERIENCED Sub-Editor-Reporter for 
Company newspaper. Primary quailifi- 
cations: sound knowledge subbing and 
make-up, but duties will include some 
Newsgatnhering and general assistance 
at all stages of produciion. Ideas and 
initiative needed for this creative post 
en expanding publication Excellent 
opportunity for versatile young man 
with good personality 
Box 5438 Ad. Weekly 180 Fleet St BC4 

UNIQUE OPPORTUNITY occurs imme- 
diately for Copywriter/Account Execu- 
tive Posi ion offers wide scope of work 
and excellent § prospects. Applicants 
must be able to write articles, news 
items, advertisement copy, etc., to a 
really high standard. Some engineering 
knowledge or other technical back- 
ground a distinct advantage. Send full- 
est details and salary required, in con- 
fidence, to 
Box 5426 Ad. Weekly 180 Fleet St EC4 


ACCOUNT EXECUTIVE 
WANTED FOR LONDON 


Fast growing 
provincial Agency needs 
an experienced 
Account Executive to look 
after new London office. 
Full details please, 
in the strictest 
confidence, to 
Box 5467 
Advertiser's Weekly 180 Fleet St EC4 


EXPERIENCED FURNITURE ARTIST 
required by progressive Advertising 
Agency for work on a variety of ac- 
counts in this ficld. The appoiniment 
is permanent and carries the advan- 
tages of a Superannuation scheme 
Applications, stating age, experience 
and salary required, to 
Box S405 Ad. Weekly 180 Fleet St EC4 


High Class 
Commercial 
Colour Artist 


required in 


Studio by London Firm 
of Designers and 
Printers 


Applications required only 

from young men with 

proved ability to design 

showcards, posters, labels 
etc. 


Send samples of reproductions to 
JAMES HAWORTH & 
BROTHER LTD. 


21 Soho Square, London, 
w.l 


OLD-ESTABLISHED CITY STUDIO re- 
Quires first-class  retoucher Write, 
Stating age. experience, salary required. 
Box 5400 Ad. Weckly 180 Fleet St BC4 
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SEPTEMBER 3, 1953 


APPOINTMENTS VACANT 


COMMERC pone ARTIST. aged 24-30, re- 
quir rk in Publicity Department 
ot film dist t s film trade 
experience ft but applicant 
alk pus ative ability in 
Desiz and | t, and be able to 
produ 20 and finished lettering 
and drawings (not figure work) for 
Pre Advertise nents and Brochures 
Writ giving ful S aus of experience 
and «salary require to A. Hibbert- 
Jones, Eros Films 1 td., 111 Wardour 
Suc Ww.l 

LAYOUT ARTIST | TYPOGRAPHER 
wanted; 3-4 years’ Agency experience 
to do production work on accepted 
visuals I Woman's Department of 
well-known Agen Good salary two 
right type 


typ 
Box S358 Ad. Weckly 180 Fleet St EC4 


CATALOGUE 
PRODUCTION 
MANAGER 


Large London retailer requires 
Manager for catalogue pro- 


duction. Applicants who have 
had recent extensive and 
practical experience in all 


aspects of the work involved 
should apply, giving age, 
details of all previous experi- 
ence to 


Box 5300 
Advertiser's Weekly 180 Fleet St EC4 


NATIONAL 


BENEVOLENT 
SOCIAL ORGANISATION 
space salesmen for 
Good salary 
ticulars ¢t 

Box S389 Ad 


AND 
require 
monthly publication 
and commission. Full par- 


Weekly 180 Fleet St EC4 


MARKETING! 


BROTHERTON & CO, LTD., LEEDS 


require a 
for a department responsible for 
obtaining, collating and analysing 


market data relevant to their business 
at home and abroad. The company 
manufacture chemicals for a wide 
range of industrial uses but not for 
retail trade. Applications for the post 
are invited, desirable qualifications 
being experience in similar work 
(preferably in chemical industry) 
Training im statistics, knowledge of 
home and export marketing condi- 
tions; age 30 to 45. Salary will depend 
on qualifications and experience; a 
pension scheme is operated. Letters 
detailing age, qualifications and 
experience and present salary, should 
be sent to 


Personnel Manager, 
CITY CHAMBERS, LEEDS, |! 


LAYOUT MAN for 


London 
experience 
ility » produce 


established 
Agency Previous Agency 
essential and the al 
good clean sick layouts up to presenta- 
tion standard. Write fully givi ne age, 
experience and salary expected, 

Box 4351 Ad Weekly 180 Fleet St EC4 


CREATIVE 
COPYWRITER 


Medium-sized Fleet Street agency 
requires an experienced copy- 
writer who can create ideas and 
write convincing copy for a wide 
variety of consumer and techni- 
cal accounts. Unusual scope for 
man with initiative to develop 
further already proved ability. 
Excellent prospects. FULL par- 
ticulars please to 


Box 5435 
Advertiser's Weekly 180 Fleet St EC4 


427 


APPOINTMENTS VACANT 


Progressive Agency 
will shortly require 
FIRST CLASS SENIOR 


ARTIST/ 
VISUALISER 


with wide Agency or Studio 
experience, capable of produc- 
ing high quality roughs in pencil 
and ink on a wide variety of sub- 
jects also limited finished work. 
We have in mind that the man 
chosen for this position will be 
able to rise in a short time to 
Studio Manager. 

Write in the first 
Stating experience, 
salary required. 


instance 
age and 


Box 5430 
Advertiser's Weekly 180 Fleet St EC4 


= 


YOUTH 


required as junior in Advertis- 
ing Depar.ment of world-renowned 
Manutacturing Company Office in 
West End.) Write, giving particulars of 
age, Jucation, any experience, and 
salary required, to 

Box $437 Ad. Weckly 180 F'eet St EC4 


SUNSCIENTIOUS SPACE SALESMAN 


requires to work full-tsme in Lancashire 
and Yorkshire areas for London trade 
ang technical journal publishers. This 
is an interesting and well-paid position 


for a man with experience living in the 
area Car owner preferred. Replies 


will be treated in the strictest confi 
dence and members of our own staff 
are tamiliar with this advertisement 
When replying give details of age, 
present arnings past experience 

Box 5457 Ad. Weekly 180 Fleet St BC4 


Greenlys need another good 
VISUALISER 


He will work in a small group 
with a 
sible freedom, 


good deal of respon- 
Must be a first- 
rate performer with the pen- 
cil. Sense of advertising more 
important than South Bank 
style, anyone who has 
both can have the job. 

Write, 


experience and salary, to: 


but 


giving an outline of 


Creative Controller, 
GREENLYS LIMITED, 
9 Berkeley Street, W.1. 


ver NG LADY ARTIST required in 
Pagkavtd Design studio, expencene 
essential Under 30 years of age Five- 
day w ~ours 9 a.m.-S pm. Canteen 
on premises. Apply by letter, giving 
full particulars, including salary re- 
quired, to Cashier, Mono Containers 
Limited Cumberland Avenue, Park 
Royal. London, N.W.10 
BRIGHT CREATIVE young man or 


woman wih flair for copy-writing to 


assist *ublicity Department, large 
book «« organisation. QOutstanding 
prospect Write qualifications to 
Box “:94 Ad. Weekly 180 Fleet S: BC4 
PRODUCTION. Agency trained senior 
rodu » man required to handle a 
numb of technical accounts Must 
have first<lass knowledge of  typo- 
graph ! pr “ss work. Write fully 
includ alary quired, to 
Box <'4* Ad Weekly 180 Fleet St BC4 


’Phone your Classifieds 


ADVERTISEMENT 


Box £294 Ad 


and salary required 
Box 5459 Ad) Weekly 180 Fk 


GOOD ALL-ROUND General 


small progressive 
details and salary 
Box 4340 Ad 


studio, Wri 
required 
Weekly 180 Fle 


= NIOR SPACE-SALESMAN 


%y old-established 
journal with ‘-figur ARC 
Must be able to contact (at 
if necessary) advertisers in the 
field This is a. strategic 
ob. Particulars of age and « 
in strict confidence, to 
Weekly 180 Fk 


monthly 


REPRESENTATIVE 


wanted in Scotland for old-cstahlshed 
weekly Trade Journals. Resid in 
or near Glasgow essential. G i open 
ing for experienced man. W fully, 
giving age, details of exper e and 
salary required. Applications (in strict 
confidence) to 
Rox £458 Ad Weekly 180 Fleet S: EC4 
COPYWRITER IDEAS MAN juired 
by medium-sized Agency in Holborn 
areca. This position § offers wv of 
scoop with execiient opr mties 
Write, stating age, previous cxpenence 


erst bcd 
Artist for 
tc, giving 


tSt EC4 
required 
business 
ict sale 
top-level 
ndustrial 
vur-figure 
xperience, 


et St C4 


FIRST CLASS 


National 
posters, 


Press Camp 
folders, etc. 


sound knowledge of 
graphy. 


Pension scheme. 
tions in strict 
Write, stating age, det: 


All ay 


LAYOUT MAN 


Slick presentable roughs for 


be fully experienced with a 


The appointment is 
a permanent one with excel- 
lent prospects in the Publicity 
Department of one of London's 
leading Publishing Houses. 


confidence. 


aigns, 
Must 


typo- 


»plica- 


ails of 


experience and salary re- 
quired, 
Box 5358 
Advertiser's Weekly 180 Fieet Si EC4 
YOUNG SPACE-SALESMAN who is 
looking for an opening, where meri 
will be rewarded by promotion and 
salary increases, is required by a well 
known group of Flect Street pernodial 
publishing companics. Selling issified 
and small display spaces will be the 
preliminary test and, if suc ful a 
position sclling display spa on one 
of thé group's periodicals will be ar 
rangcd Commenc na salar 17-48 
Particulars of age and = experen to 
Box S386 Ad. Weckly 180 Fleet St bC4 


| 
| 
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ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS 


JUNIOR ARTIST 
Wanted At Once 


Busy Agency Studio requires 
immediately a young layout 
artist with very fast output on 
adaptations and printers’ lay- 
outs. Sound knowledge of and 
flair for typography essential; 
ability to cast off and mark up 
type also necessary, of course. 
Creative visualising ability is not 
so important in this job as is a 
slick and workmanlike capacity 
for printers’ lays and plenty of 
them. 


Full details quickly, please, to 


Studio Manager 
STEPHENS ADVERTISING SERVICE 
LIMITED 
tl New Court ~ Lincoln's Inn, * W.C.2 


SALESMAN with firnt<class record; bus 
advertising; company of repute, mobile; 
age and essential details; in confidence 
Box 5453 Ad. Weekly 180 Fleet St BC4 

SPACE SALESMAN required by London 
technical journal publishers. Position 
calls for a well-educated and experi- 
enced young man looking for a per- 
manent post offering above average 
Prospects. Write in strictest confidence, 
giving age, details of present employ- 
ment and experience. Our own staff 
are aware of this advertisement 
Box 5456 Ad. Weekly 180 Fleet St BC4 


VISUALISERS 
LETTERERS 
RETOUCHERS 
WANTED BY 


LONDON 
AGENCY 
Write in confidence, stating 


age, experience and salary 
required 


Box 543% 
Advertiser's Weekly 180 Fleet $1 EC4 


LADY SECRETARY TO AGENCY 
CHIEF. Long Agency experience essen- 
tial, so Senior types only need apply 
Send details of whole career and salary 
required to 


Box 5425 Ad. Weekly 180 Fleet St EC4 


STUDIO IRWIN TECHNICAL LTD. 


have vacancies for 


FIRST-CLASS TECHNICAL 


ARTISTS 


Must be widely experienced with good working knowledge 
of engineering. Excellent opportunities for the right men. 


Also 


vacancies for good 


JUNIOR TECHNICAL 


ARTISTS 


Write or telephone for appointment to: 


STUDIO IRWIN TECHNICAL LTD. 
1! Gough Square, London, E.C.4, - 


CITY 2171 


to CHA 88/1 (Ex 25) 
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— i | 
ice = | 


ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


FIRST CLASS 
LETTERING 
MEN 
and 
RETOUCHING 
ARTISTS 
required 


for busy Fleet Street Studio. 
Top rates for the right men. 
Full details to 


Box 5434 
Advertiser's Weekly 180 Fleet 6t EC4 


ANNUAL DIRECTORY OF BRITISH 
GOODS in Canada needs first-class 
Advertising Salesman Interest real'y 
capable man 
Box 5446 Ad. Weekly 180 Fleet St EC4 


LAYOUT 
ARTIST 


required by London 
Agency. Ability to pro- 
duce slick layouts with 
adaptations and accurate 
type specification. Give 
details of experience and 
state salary required. 
Box 5422 
Advertiser's Weekly 180 Fleet St EC4 


SPACE SALESMAN required for Town 
ang County maps, etc. Wages, com- 
Mission and expenses 
Box 5391 Ad. Weekly 186 Fleet St BC4 


428 


CLASSIFIED ADVERTISEMENTS 


Situations Vacant: ‘‘The engagement of persons answering these advertisements must 
be made through « Local Office of the Ministry of Labour or a Scheduled Employment 


Awency if the applicant is a man aged 18-64 inclusive or a woman aged 18-59 inclusive 
is excepted from the provisions of the 
Notification of Vacancies Order 1952." | 


unless he or she, of the employment, 


Typographer| Trainee 


A junior is required 
to learn Typography 
and to assist the 
Typographic Section 
of a leading 
Advertising Agency. 
Keenness and intelligence 
a necessity but 
experience is not 
Write 
for appointment to: 


essential. 


BOX 5429 


Advertiser's Weekiy 180 Fieet st EC4 


AFRICAN & COLONIAL 


PRESS 
AGENCY. Advertisement 


Department 
require about mid-September a_ Lady 
Assistant, aged about 25. Capable of 
working on own initiative. Essential, 
good typing. Apply Secretary, HOI 
6645, & Red Lion Square, London, 
W.C ll, for appointment 

WELL-KNOWN PRINTING FIRM in 
London, W.C., require London rep- 
resentative) Unique opportunity. Details 
Box 5392 Ad. Weekly 180 Flee: St EC4 


Write or "phone 


require the following additional Staff 


ASSISTANT SPACE BUYER 


Excellent opportunity for ambitious young man with agency 
experience and good knowledge of media, costing, etc. 


CREATIVE ARTIST 


To work as second string in a team. Ability to create good 
ideas and produce highly finished roughs essential. 


PRODUCTION ASSISTANTS 


Two young men with good all round agency experience. 


All the above appointments offer good prospects 
for the right people in a rapidly expanding 
organisation. 


General Manager, SMEE’S ADVERTISING LIMITED 
3-5 Duke St., Manchester Square, W.1. Phone Welbeck 0774 


| 


PRODUCTION 
ASSISTANT 


required | 
in Publicity Department of large 
Electrical Engineers and Domestic | 
Appliance Company in South-East : 


London. Knowledge of print and block 
ordering, ability to run press schedule 
Age 25-30. Details of experience, etc., 
to 
Employment Manager, 
JOHNSON & PHILLIPS, LTD. 
Chariton, S.E.7. 


ADVERTISEMENT MANAGER for ex- 
port journal leading its field. The right 
man must have an up-to-date successful 
selling record, good agency contacts 
and ability to engage and direct staff 
Salary in four figure class plus com- 
mission. Only applications with age and 
details of experience will be considered 
Box 5470 Ad. Weekly 180 Fleet St EC4 


CREATIVE MAN 
Required for West End Agency (R.P.A.) 


He must have considerable 
knowledge of all forms of 
publicity, and the ability to 
create a campaign in visual 
form suitable for presentation. 
He must therefore be able to 
think, in the first place, from 
a copy angle and possess a 
keen sense of layout. 

Though he will work in 
direct co-operation with the 
Creative Director, he must, 
at times, be able to discuss 
advertising at client level. 

He will be given every 
Opportunity to make a worth- 
while and permanent position 
for himself in a well estab- 
lished organisation, working 
under ideal conditions. 

Write in confidence, giving 
outline of experience and salary 
required to Creative Director 

Box 5243 
Advertiser's Weekly 180 Fleet St EC4 


JUNIOR LETTERING ARTIST required 
in the Studio of John Haddon & Co., 
Ltd. Some previous expericnce essen- 
tial. Phone CENtral 8156 for appoint- 
ment, or write to the Secretary at 11 
Salisbury Square, E.C.4 

YOUNG LADY (20/25), good education 
and appearance, competent and accurate 
shorihand ‘typist required by Advertis- 
ing Agency as Assistant Space Buyer 
Write, giving full details of age, 
experience and salary required, to 
Box $340 Ad. Weekly 180 Fleet St EC4 


ASSISTANT 


required for 
Estimating and Production Depart- 
ment of West End Advertising 
Display Company. 


Must have knowledge of Litho 
printing. Experience of Showcard 
and Cut-out production methods an 
advantage. Excellent prospects for 
keen young man with lively mind. 

"Phone Mr. Wright GRO. 8325. 


LEADING BIRMINGHAM PROCESS 
HOUSE requires inside contact man 
with working knowledge of blocks. 
Write in strict confidence, giving full 
pariiculars of experience and salary | 
required, to | 
Box £390 Ad Weekly 180 Fleet St BC4 


’Phone your Classifieds to CHA 8844 (Ex25) 


SEPTEMBER 3, 1953 


APPOINTMENTS VACANT 


CREATIVE LAYOUT MAN 
REQUIRED 


Old - established West End 
Agency urgently requires an 
experienced man (or woman) 
with modern layout technique 
and fertile ideas. General and 
some technical accounts. Roughs 
to client standard. Finished art- 
work an asset but not essential. 
Write stating age, experience, 
capabilities and salary expected 
to 


Box 5444 
Advertiser's Weekly 180 Fleet St EC4 


IMPROVER LETTERING 
wanted. Daniels Studio, 61 
Street, W.C.1. HOL 0771 

TECHNICAL ARTIST, first-class, offered 
comparable return and ideal studio 
conditons. Free lance or permanency 
Box 5417 Ad. Weekly 180 Fleet Si EC4 


SENIOR 
PRODUCTION MAN 


required to take charge of 
Space Dept. Must be exper- 
ienced and a good organiser. 


ARTIST 
Carey 


State age, qualifications and 
salary required to Managing 
Director, 


Gilbert Advertising Ltd., 
10, Norfolk Street, 
Strand, W.C.2. 


EXPERIENCED ARTIST with good 
sense of design, high standard of pre- 
sentation and sound knowledge of typo- 
graphy. First-class finished Icttering for 
production. Apply 
Box 5398 Ad. Weekly 180 Fleet St EC4 

VISUALISER with imagination and the 
ability to produce ideas himself, re- 
quired by London Technical Agency 
Mus: be capable if necessary to carry 
layouts up to presentation stage. Full 
details to 
Box 5350 Ad. Weekly 180 Fleet St EC4 

VACANCIES now for male artists, high 
wages for experienced still life or let- 
tering. Ideal studio. H. & A. Dix Ltd 
12 Great Newport Street, W.C.2 

ADVERTISING Manager required by 
provincial Mattress and Upholstery 
Manufacturers 
Box 5373 Ad. Weekly 180 Fleet St EC4 


The position 
offered 
is in 
BIRMINGHAM 


An experienced man is required by 
a leading Agency in Birmingham to 
organise and control the depart- 
ment dealing with block ordering, 
progressing and invoicing. A 
thorough and practical knowledge 
of reproduction and printing 
processes essential. 

Please write stating age, exper- 


ience and remuneration expected. 


Box 5424 
Advertiser's Weekly 180 Fleet St EC4 


RETOUCHER first-class, offered ideal 
accommodation and/or work, free lance 
or permanency 
Box S418 Ad. Weekly 180 Fleet St EC4 
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SEPTEMBER 3, 1953 


Th 


ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS | 


STUDIO IRWIN 


have vacancy for 
FIRST CLASS 
LETTERING 
ARTIST 


Only fully experienced 
artists should apply. 


Write or telephone for 
appointment to 


STUDIO IRWIN LIMITED 
Irwin House, 
Il, Gough Sq., E.C.4 


CiTy 2171 

TICKET WRITER AND LAYOUT 
ARTIST required. Apply in person to 
G. Hayward March Ltd., 321 Lillie 
_Road, S.W6 

FREE LANCE creative layout artists 
required to undertake work for Fleet 
Street Studio 
Box 5452 Ad. Weckly 180 Fleet S: EC4 

GENERAL ARTIST (Male or female) 
required for a really progressive posi- 
tion by Eltoncraft, 65 Newport Street, 
Swindon, Wilts 

SCRIPT WRITER wanted by leading 
advertising film company. Film experi- 
ence not essential wee ec, giving full 
details of capabilities 


Box 5401 Ad Weekly, 180 Fleet St EC4 


MASIUS & FERGUSSON 


LIMITED 


have a vacancy for an experi- 
enced man in the Production 
Department. Applicants must 
have had previous agency ex- 
perience. 

Apply for an appointment 
cither by letter or telephone. 


The Production Manager, 


LETTERING ARTIST, 28. Experienced 
in layout and still-life, requires change. 
Box *379 Ad. Weckly 180 Fieet St EC4 


EXECUTIVE, 38, good organiser, secks 
progressive change. 22 years’ practical 
koowledge all printing processes and 
advert sement production in leading 
printers, typesetters, and blockmakers, 
and agency. Fully experienced in sales 
management and administration. Nego- 
tiated at highest level at home and 
abroad 
Box S382 Ad. Weckly 180 Fleet St EC4 


I have often wondered 


who reads the advertisements in this 
column 


Surely, most companies with a 
vacancy problem take the initiative and 
advertise under ** Appointments 
Vacant.’" On the other hand, | suppose, 
the man who troubles to advertise 
himself must be worth some considera- 
tion. At least there is no doubt that 
** good material "* is scarce these days, 
for really competent men are already 
in good positions. As an Advertising 
Manager, | am myself but... there 
comes a time when one gets the urge to 
conquer fresh fields. This could be one 
way of finding out the lay of the land 
(around London). 


| Box 5416 
Advertiser's Weekly 188 Fleet 81 EC4 


SHORTHAND-TYPISTS. Private Secre- 
taries, Clerks, etc. If you are in 
urgent need of staff, contact Leen od 

reau, Excel Ouse, 
Street, W.C.2. (WHtehall $924). We 
specialise in efficient personnel. 


PRINT BUYER 


of leading commercial or- 
ganisation desires similar 
position in London or near. 
Fully experienced layout, 
blocks, copywriting, and 
sales promotion. 


Box 542! 
Advertiser's Weekly 180 Fleet St EC4 


CREATIVE ARTIST, Designer, Figure 


40, Berkeley Square, W.! et. eee. Sa cae 
Telephone: GROsvenor 4774, ar a 100 Fleet St BCS 
ADVERTISING MANAGER and Free 
wimicd Ss aea acct publica ine: | | AN EXECUTIVE POSITION 
Plenty of scope for right men. Generous | with 
Box 3305 Ad. Weekly 180 Fleet St ECs | | PUBLIC RELATIONS ORGANISATION 


APPOINTMENTS WANTED 


ADVERTISING 
MANAGER 


MIAMA 


controlling world publicity 
of products with turnover 
of millions of fs per 
annum, seeks Executive 
appointment in London, 
the Home Counties or the 
South, 
Box 5420 
Advertiser's Weekly 180 Fleet St EC4 


VISU ALISER ‘COPY WRITER. Student 
specialising virile mind; high creative 
potential; crisp wr —, secks progtes- 


sive Opening with agen 
Box 4381 


Ad. Wecky 180 Ficet St EC4 


is required, mid-September 
woman PRO (age 27). 

A wide experience of publicity and 
public relations, at executive level, 
includes 6 months as advertising account 

2 years as Press Officer to | 
organisation; years as exe- 
n charge of all non-commercial 


by 


executive 
national 
cutive 

radio (home and overseas, sound and 
vision) and news-reels on behalf of } 
undertaking of international repute 


Box 5449 
Advertiser's Weekly 180 Fleet St EC4 


| 


JOURNALIST | COPYWRITER 


(Woman) Seven years’ technical and 
industrial experience, secks opportunity 
for gaining more general experience 
Good administrator and quite a sales- 
woman 
Box 44 Ad. Weckly 180 Fleet St EC4 
OU TD OOR ADVERTISING. Suit 
atic Advertisers. Capable, experi- 
paneer man for fixing and erection of 
adverts ng matter, First-class signwriter 
Able © measure sites and prepare 
layouts. Ideal liaison man. Conscien- | 
tious 


Box “442 Ad. Weekly 180 Fleet St BC4 | 


YOUNG MAN, , seeks executive ap- 
pointment where detailed knowledge of 
media is of prime importance 
Box 5461 Ad Weekly 180 Fleet St BC4 


COPYWRITER, 26. Experienced 
mer technical, agricultural, 
copy. Secks creative opening 
Box 5469 Ad. Weekly 180 Ficet S 


7 


oconsu- 
medical 


1 ECS 


FIRST CLASS 


VISUALISER 


at present in well-known London 
agency seeks change, used to handling 
group of accounts, art buying and has 
sound knowledge of typography 


Box 54486 
Advertiser's Weekly 180 Fleet 61 EC4 


EX-A.LP.A. Advertising Manager 
similar appointment, or Account 
cutive Or Production post with repu- 
table agency. Available at once 
Box 5460 Ad. Weekly 180 Fleet St EBC4 


EXPERIENCED SPACE SALESMAN, 
good sales record, offers services to 
firm where merit will receive commen- 
surate reward 
Box $427 Ad. Weekly 180 Fleet St EC4 

ARTIST, all-round retouching, lettering, 
line, etc., seeks part-iime job, 3 or 4 
days a weck 
Box 5428 Ad. Weekly 180 Ficet St BC4 


seeks 
Exe- 


STENOGRAPHER, Canadian girl who 
has had complete charge of weekly 
newspaper, very competent Ready 


September 10th 
Box 5445 Ad. Weckly 180 Ticet Sit EC4 


ATTRACTIVE YOUNG 
Possessing personality, 


LADY 
tact and 


initiative, socks progressive agency 
position in London 

Efficient iyping. No shorthand At 
present receptionist with leading air- 


line company 


Box 5454 
Advertiser's Weekly 180 Fleet St EC4 


GENTLEMAN, aged 33, living London, 
with vast experience and success in the 
space-selling field. is interes'ed in en- 
tering small established publicity house 


as partner, Advertiser has moderate 
capital and car, is first-class all-round 
business man, capable of dealing with 
all aspects of general business. is fully 
prepared to work hard if the prospects 
are fruitful, Replies are requested from 
Principals only, whose business and ac- 
counts will bear investigation. Strictest 


confidence is requested and assured 
Box 5415 Ad. Weekly 180 Fleet St BC4 


GENERAL ARTIST, layout, lettering, 
finished roughs. £7 108. to £8 
Box 5411 Ad. Weekly 180 Fieet St BC4 

ALL-ROUNDER. Young man, 25, look- 
ing for interesting employment. Experi 
enced in finished artwork, both line 
and tone (airbrush), block production, 
trade journal advertising and production 
of technical literature 
Box 5406 Ad. Weckly 180 Fleet St BC4 

ADVERTISING MANAGER ©! National 
industrial concern seeks executive ap 
pointment in London area DAA, 
age 27, with 7 years’ all-round home 
and export advertising experience 


Box 5407 Ad. Weekly 180 Ficct St BC4 


FREE LANCE SERVICES 


MR. A. J. C. ANDERSON «© [ree to 
undertake fresh creative commussion 
(theme layout and copy). ft ance or 
retained. Telephone RAMscy 2 or 
write to “The Furrow,”” Wrabness 
Essex 


ADVERTISING, SALES "wr 


and Marketing Executive with a 

for copy that sells, plus nee 

gained with famous natio adver 

tisers, available for free-la i} 

tation and creative planning Kk rable 

fees, Preliminary inquiries in fidence 

10 

Box 5443 Ad. Weekly 180 Fleet ECA 
ARTIST, fully experienced Ictt lay- 

out, design for brochures ad- 

vertisements, leafieis, ek ures 

additional work 

Box 5402 Ad. Weekly 180 Ficct St EC4 


’Phone your Classifieds to CHA 8844 (Ex 25) 


FREE LANCE ARTISTS 
For all types of Artwork for 
Children’s Books 
contact 
THE TUDOR ART AGENCY 
| Furnival Street, EC 4. HOL 884) 


LONDON AGENCY (CULPA) would 
like to sce specimens of figure draw- 
ings, preferably published. Phone TEM 
3861 for appointment 


ApEn TENG COPY, IDEAS. ART. 
ORK. Commissions requested. 
bor 5412 Ad. Weekly 180 Fleet St BC4 


ADVERTISEMENT MANAGER 
WITH LARGE CONNECTION 


and record—offers his 
serv.ces on commission basis. Further 
information in confidence from 


Box 5423 
Advertiser's Weekly 180 Fleet 6t EC4 


BUSINESS OPPORTUNITIES 


LONDON AGENCY wishes to contact 
another where amalgamation of sup- 
Porting departments only could be af- 
fected to mutual advantage 
Box $463 Ad. Weekly 180 Fleet St BC4 


successful 


PARTNERSHIP, Commercial Studio, 
London. Due to retirement partnership 
opportunity is offered to capable and 
eneractic man, —, was accounts. 
Write in first instance 
Box 5376 Ad. Weekly 180 "Fleet St EC4 


YOUR PUBLICATION 
Have you any difficulties? 
Printing, Production or in other 
respects, We may be interested 
to assist, Write confidentially 

Box 536! 
Advertiser's Weekly 180 Fleet 61 EC4 


To ADVERTISING 
AGENTS 


A rapidly expanding firm engaged in a 
Specialised field in the aircraft industry 
is seeking the services of a versatile 
agency with copywriters capable of 
absorbing technical facts and producing 
dignified but tolling ideas divorced 
from the general run of copy currently 
featured in the advertisements of firms 
in the aircraft and allied industries. 
The account would be initially in the 
region of £2,500 p.a. Interested agencies 
are invited to write fully and in confi- 
dence to Box M/669, Strand House, 
w.c.2. 


NEW ADVERTISMENTS SCHEME 
volving television for sale, due to lack 
of capital, Television Advertising Co 
Ltd. Telephone TRAfalgar 1614 


LEADING IRISH COMEDIAN 
own variety company, jus 
record-breaking season at 
side resort, secks sponsorship of 
national advertiser for tour of Ireland 
Financial and professional references 
given. Available in London and Man- 
chester during September for interviews 
Box 5462 Ad. Weekly 180 Fleet St BC4 


SHOW CARDS, CUT-OUTS 
ADVERTISING FOLDERS 


by photo-litho of letterpress (own 
photo-litho process plant) 
CARILLON PRESS LTD. 

Fine Colour Printers. Bournemouth 
Telephone Boscombe 16835 


with 
complet 
leading sea- 


London Office 98-100 Fleet Street, 
EC4 Phone: CENwral 1740 


(Continued on page 424) 
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TRAFALGAR SQUARE, LONDON, W.C.2 
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COACH AD. BAN 
IS CRITICISED 


H. J. Thom, chairman of South 
Wales Licensing Authority, 
described as “a_ contradiction in 
the ban on advertising in 
connection with private party 
excursions run by coach operators. 
He was presiding at an «appeal 
brought by six Welsh coach firms 
seeking removal of advertising 
restrictions on private excursions to 
New Theatre, Cardiff. In view of 
fact that Thesiger Committee had 
been giving special consideration to 
matter and would make representa- 
tion to Parliament, said Mr. Thom, 
it would be wrong to come to any 
decision at that moment. Appeal 
was left in abeyance. 


NEW COMIC 


Amalgamated Press launching 
new comic “TV Fun.” Carrying no 
advertising, first issue will appear 
on Monday, September 14, price 3d. 
Three other A.P. comics, “Comic 
Cuts,” “Chips” and “Wonder,” are 
ceasing publication. 


Amalgamated Press launching six- 
week campaign for “Woman's 
Weekly” with 11-inch triples in pro- 
vincials and space in “Radio 
Times.” 


Heavy advertising breaking for 
“Weekend Mail.” National and pro- 
vincial press will be used, also 
double crown bills. 


‘Published ‘by the Proprietors, ~ BUSINESS PUBLICATIONS, Ltd., 
September 3, 1953. 


at their office at 180, Fleet Street, London. E.C 4 
Printed in England by Staples Printers Limited at their Great Titchfield Street, London, establishment. 


Leading Tottenham Court Road 
furnishers— Maples, Heals, Easterns, 
Avant Galleries, Wolfe and Hollen- 
ders, George M. Brown and 
Catesbys—sponsoring series of ads. 
during September in London even- 
ings to announce later Thursday 
closing time of 7 p.m. Agents: 
Clifford Bloxham & Partners. 


Dolan Whitcombe & 
Stewart launched their campaign 
for mew Armstrong Siddeley 
“Sapphire” car with half-page 
in “The Times” and the “Man- 
chester Guardian,” followed by halt- 
pages in the “Financial Times” and 
the “Scotsman” yesterday (Wednes- 


“Davis. 


day). Whole pages are appearing 
shortly in magazines, including 
“Iustrated London News,” 


“Tatler,” “Country Life,” “Econ- 
omist,” “Autocar” and “Motor.” 


First major sales drive in London 
area for Babycham, champagne 
Perry in small bottles, made by 
Showerings of Somerset, starts to- 
morrow (Friday) with big spaces, 
including half-pages, in London 
evenings. Trade press also being 
used. Agents: Masius & Fergusson. 


National advertisers who will be 
competing in the Cycle Tour of 
Britain organised by the “Daily 
Express,” starting this week-end, 
include B.S.A. and Hercules. 


“Birkenhead Advertiser”  cele- 
brates centenary on Saturday by 
publishing 24-page supplement re- 
viewing progress of paper and dis- 
trict it serves. 


(Phone: Chancery 8844 ) 
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